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His best friends won’t tell him, so 
Walter Winchell continues to “roon” 
Jergens’ Sunday evening broadcasts | 
with his quaint pronunciation. | 
v 


After reading the monumental | 
A. N. A. report on agency compen- | 
some agency executives are | 
sure to conclude that it was pre-| 
pared by the Association of Nasty | 
Advertisers. 

mais | 


vy 


sation, 


What the governor of North Caro- 
lina said to the governor of South 
Carolina was relatively unimportant, | 
but Paul B. West made a real dis- 
covery when he found out what Mrs. | 
Swift of Chicago said to Mrs. Cabot | 
of Boston. 


, FF ¥ 


Edward A. Filene, noted Bosion | 
merchant, says the golden age of. 
advertising is just ahead. But, darn | 
it all, we’re still off the gold stand- 
ard. 


v v v 
Postmaster-General Farley may be | 
Santa Claus to a lot of people, but | 
to advertisers he’s the guy who has 
just announced that the three-cent 
rate for first-class mail is here to 
stay. In that event, General, how 

about a little service? 


7" = 


Lever Bros. contend, and prove it 
with figures, that advertising, rather 
than an improved manufacturing 
method, was responsible for those 
Rinso sales increases. That will be 
news to everybody except advertis- 
ing men. 


7, Ff 7 
Pontiae captured the blue ribbon | 
in the poster contest, but after lis- | 


tening to the enthusiastic comments 
of visitors at the exhibit, the C. & O. 
advertising manager went home and 
slept like a kitten. 

vey 


Of course, some unbeliever has to 
arise and demand to know if you 
have to sleep with one eye open 
When you ride on the C. & O. Well, 
if you like scenery as much as you 
like snoozing, you'll have at least 
ohe eve open when going through 
West Virginia. 

a, A 

Those who most admired the win- 
hing Pontiac poster went around in- 
quiring whether it was true that the 
girl in the ad went with the car. 

* F v 

ADVERTISING AGE 
efforts of magazine 


describes the 
publishers to 


Prevent advertisers from making 
their copy look like pure reading 
Matter. And, on the other hand, 


there are editors who would be very 
much pleased if they could make 
their text pages look like pure adver- 
tisine matter. | 

y,vwegy | 


_The A, & P. decided to reopen its 
Cleveland stores, thus saving a lot 
ot embarrassment for the Cleveland 
Press, which otherwise would have 
had to do its pantry survey all over 
again, 

v v v 


The Communist party in New York 
broadcast a campaign speech over 
Station WOR, but the station showed 
its capitalistic leanings by collecting 
the regular charge for time. 

vveyY 


Christmas business ought to be 
Nighty good this year, since, as you 
doubt less noticed, they didn’t shoot 
Santa Claus on November 6. 


Copy Cur. 


NEW SERVICE 


WARDS INTRODUCES 


Present System of Agency 


by Phone Compensation Is Outworn, 


Get this 
Holiday 
Gift Book 


Chestnut 7200 


fer your free copy 


MONTGOMERY WARD © 


Full page in the newspapers of five | 
cities which introduced the new | 
catalog-phone service this week. 


CATALOG - PHONE 
TIE-UP TRIED 
OUT BY WARD'S 


Mail Order Chain Launches 
Unique Urban Plan 


| National Recovery Administration is 


Chicago, Nov. 15.—Tapping a¥/| 
huge potential market hitherto un- | 
touched by the big mail order house, | 
Montgomery Ward & Co. this week | 
inaugurated an unusual catalog: | 
phone service system in Chicago, | 
Kansas City, Mo., Baltimore, Albany, 
and St. Paul. | 

Full-page announcements in the | 
Sunday papers of those cities in- | 
vited readers to telephone the local | 
headquarters of the mail order house | 
for copies of a special Christmas | 
catalog, and explained that with a 
copy of this catalog in the home, 
much of the housewives’ shopping 
for the next two months could be| 
done over the telephone. | 

“Ward’s announces the easiest of | 
all shopping methods—shopping by | 
phone from our catalog,’ the an- 
nouncement advertising declared. 
“Here’s all you have to do—call and 
give us your name and address and 
we'll mail you free a copy of Ward’s 
new Christmas catalog. Take all 
the time you want to shop from its 
pages—the actual photographs show 
you clearly a wide variety of gifts 
and toys—the accurate descriptions 
tell you everything you want to 
know—and the prices are astonish- 
ingly low. 


Phone Call Ends It 
“Then just call Superior 6200. A 
phone order clerk will take your en-| 
tire order—delivery will be made | 
within 24 hours by truck, C.O.D. 
You save time, trouble and energy.” 
A small delivery charge will be 
(Continued on Page 38, Col. 2) 


Directory of Features 
Earnings of Advertisers... .16 
Editorials 
Farm Paper Figures....... 24 
Getting Personal 
Information for Advertisers.29 
Newspaper Lineage Figures.36 
Photographic Review of the 
Week 
Rough Proofs 
Voice of the Advertiser....10 


ALN. A “Protest Against 


| ference in opinion between 


Says LengthyA.N. 


DIRECTS STUDY 


Agency Code Revealed 
By New Report 


New York, Nov. 15.—How the dif- 
the As-| 
sociation of National Advertisers and 
the American Association of Adver- | 
tising Agencies over the method of | 
paying agencies was carried to the 


revealed in the A.N.A.’s current re- 
port on “Advertising Agency Com- | 
pensation in Theory, Law and Prac- | 
tice.” 

A code of fair competition for the} 
advertising agency business was filed 
with NRA on Aug. 26, 1933. The 
brief included in the A.N.A’s report 
was not filed until almost a year 
later, being put in the hands of NRA 
Aug. 17, 1934. 

This lengthy document charged 
that the proposed code “attempts to) A. E. Haase, under whose direction 
describe as dishonest, trade practices| the A.N.A, study on_agency com-. 
which are fair and honorable, includ- pensation was made. 
ing the maintenance of advertiser-|_ ae e. 
owned agencies and the making of ala ae: 
contracts with agencies on a fee| “For any agency to rebate any part 
basis.” of its commission to an advertiser, 

On the other hand, the A.N.A,|0r for any agency to be owned or 
charged, the proposed code was un-| Operated for tne financial benefit of 
fair not only to advertisers, but to| any advertiser or group of advertis- 
those publishers unable, because of | es and/or their employes who thus 
the nature of their mediums, to al-| directly or indirectly obtain the 
low a discount of 15 per cent. equivalent of a rebate and circum- 

Though the code has since been| Vent the conditions of agency ‘recog- 
changed, the A.N.A. charges that| Dition’ required by media owners | 

“the present proposed code is still a| and/or their organized bodies. 
price-fixing document.” “It shall be considered as rebating | 
to place men in the service of the | 
Trade advertiser at the agency’s expense 

The original code labeled the follow’ | OF to assume all or part of the salary 
ing trade practices as unfair: of any employe of the advertiser, or 

“Taking trom any third party a| to Pay any fee or compensation to 
profit, discount or commission other | @2Y 


one connected directly or indi- 
than the regular agency commission | rectly with the advertiser, or to any | 
allowed by publishers, unless known | third party for obtaining or holding 
to the client and agreed to by him. 


(Continued on Page 37, Col. 2 


Practices in Code 


mo Atiedte News Flashes 


Coons Executive Vice-President of L. & T. 

New York, Nov. 16.—Sheldon R. 
dent of Lord & Thomas, has been appointed executive vice-president. 
Mr. Coons, who will continue in the New York office, also has been 


elected a director of the American and Canadian companies of Lord 
& Thomas. 


Coons, who has been vice-presi- 


U. S. Developing New Indexes of Retail Sales 
Washington, D. C., Nov. 16.—New indexes of retail sales are being 
developed by the Bureau of Foreign and Domestic Commerce which 
will afford for the first time a dependable current measure of total 
consumer expenditures at retail in the United States. In charge of the 
plan is the marketing research and service division, headed by Wilford 
L. White, president of the National Association of Teachers of Marketing. 


Herbert Tareytons to be Advertised 


New York, Nov. 16.—Six agencies are submitting plans to the Ameri- 
can Tobacco Company by three o’clock today to cover a “sizable” appro- 
priation for Herbert Tareyton cigarettes, unadvertised for several years. 
It is rumored that another appropriation for Pall Mall cigarettes is under 
consideration. 


Erwin, Wasey to Handle General Motors Campaign 

New York, Nov. 16.—Erwin, Wasey & Co. have been appointed to 
direct a new institutional campaign for General Motors Corporation. First 
copy in the new series will appear shortly after the first of the year. | 


A. Report 


Asserts Modern Marketing 
Conditions Demand New 
Payment Basis 


New York, Nov. 
train of ills was laid at the door of 
the commission system this week 
us the Association of National Ad- 
vertisers issued its long-awaited 
report on “Advertising Agency 
Compensation in Theory, Law and 
Practice” as a prelude to its an- 


nual meeting at Atlantic City 
Noy. 19-21. 

The commission system has 
been outmoded by the march of 


time and the increasingly complex 
problems of advertisers, which de- 
mand undivided loyalty from their 
agencies, the report contends. 


While paying tributerto-ad vertising~ 


agencies for the service they have 
rendered, the 215-page report ar- 
gues that this service has been de- 
veloped in spite of, rather than be- 
cause of the commission system. 

The brief, prepared for the Asso- 
ciation of National Advertisers by 
Albert E. Haase, does not argue 
that agencies are uniformly over- 
| paid for their services. On the con- 
‘trary the inelastic commission or 

“discount” method of compensa- 
tion has discouraged many agen- 
cies from assuming responsibilities 
which are early agency functions, 
the report asserts. 

Under the present system, the 
report points out, “no one has any 
assurance that an agency will be 
=| adequately compensated, over-com- 
pensated, or under-compensated by 
the discounts that accrue to it in 
handling a given account.” 


The commission basis has not 
even proved a friend to the agency, 
the report says, asserting that more 
and more advertisers have aban- 
doned agency relations and _ at- 
tempted to operate without outside 
assistance. 

The completed report, bristling 
with facts and figures, will be made 
available to all interested at $10 per 
copy. In its compilation, Mr. Haase 
enjoyed the collaboration of Law- 
rence C. Lockley and the aid of a 
distinguished attorney, Isaac W. 
Digges, of the New York and Vir- 
ginia bar. 

The study was made for a com- 
mittee of trustees of the Association 
of National Advertisers, headed by 
Lee H. Bristol, vice-president of 
Bristol-Myers Company. Other mem- 
bers are Allyn B. MclIntire, vice- 
president, Pepperell Mfg. Company, 
and Stuart Peabody, director of ad- 
vertising and commercial research, 
Borden Company. 

The study, it was asserted, was 
undertaken without prejudice to re- 


(Continued on Page 34, Col. 2) 
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ADVERTISING AGE 


November 17, 1934 


ADVERTISING OF 
SUPERSUDS BARED 
IN COURT ACTION 


Colgate Spent $6,652,918 
in Four Years 


South Bend, Ind., Noy. 15.—The ad- 
vertising story of Supersuds, as par- 
tially disclosed in the testimony con- 
cluded here this week in the battle of 
soap companies for patent control, is 
a striking illustration of what an ad- 
vertising push can do to a good prod- 
uct in a short space of time. 

Supersuds was launched by Col- 
gate in 1927. In the patent suit 
Colgate-Palmolive-Peet Company and 
Procter & Gamble Company are wag- 
ing against Lever Brothers and their 
Rinso product, it is claimed that Dal- 
las R. Lammont first blew the suc- 
cessful Supersuds through the experi- 
mental spraying towers at Orange, 
N. J., in July, 1926. 

The product was stabilized for com- 


Ween sete meres erees se cuseeurreeHetewettetrEtt, 
YOUR PAGE ADVERTISEMENT* 


IN OUR HANDS ON THE 


LO 


OF THE MONTH REACHES THE 


*Complete plate 


| 
You can reach more important people for less money wth ei 


lantic Monthly 


THE 


yf 


» 
cs 


BOSTON +* NEW YORE 


Advertising 


Record of Supersuds Sales and Advertising 


Year Expenditures 
1927 $ 496,404 $ 
1928 3,074,836 
1929 1,556,723 
1930 1,524,955 


Amount in 
Packages 
11,587,776 
88,374,264 
79,925,978 
78,298,464 


Pounds 
Sold 
6,518,100 
50,131,520 
46,606,170 
45,718,160 


Value of 
Sales 
759,795 
6,312,959 
6,035,040 
5,886,670 


erected at the Jersey City plant; and 
commercial production began in the 
summer of 1927. So thoroughly did 
the Colgate interests believe in the 
coming popularity of their new gran- 


ular soap, that they organized a cam- | 


paign that spent over $3,500,000 in 
the next year and a half for adver- 
tising purposes, 


Promotion Plans Told 


Starting with a half-million dollar 
expenditure in the remaining months 
of 1927, the Colgate forces pushed the 
drive to the limit in 1928, spending 
| $3,074,836 in the single year, in all 
recognized forms of advertising pro- 


motion—newspaper, Magazine, cou- 
| pons, premiums, posters, ete. 
It is this huge advertising pro- 


gram which the defendant Rinso in- 
terests claim was responsible for the 
‘sudden popularity of Supersuds; 
|while the Colgate interests have 


* CHICAGO * 


LOS ANGELES + 


product that was made under a con- 
trolled and patented process; that its 
sudden and widespread popularity 
was additional evidence of its new 
and phenomenal qualities. 

| The Colgate figures on the sales, 
| production and advertising of Super- 
suds, put into the testimony upon the 
demand of the Rinso defendants, are 
given in the accompanying table. 

| 


ages, in the accompanying table, is 


last week, 
bitrarily adjusted by the 
ficials to the equivalent of the small 
sized Rinso package. 

The Colgate figures for Supersuds 
as made public in connection with 
sales results in those years show an 
expenditure in 1928 equivalent to 50 
per cent of the cash returns from 
sales. 
new product with 


this tremendous 


SUBSCRIBERS ON THE 20TH. 


4 MOST QUOTED PERIODICAL IN AMERICA 


SAN FRANCISCO 


The reduction of pounds to pack- | 


|/not exactly comparable to the Rinso | 
figures published in ADVERTISING AGE | 
as the latter had been ar- | 
Rinso of- | 


The wisdom of launching the | 


NEW TYPE OF COPY. CHANGE BUICK e 


eons IN WHITE 


NURSES CAN'T AFFORD to take chances. Their uniforms must be 
rvs hite,tlean and fresh-looking at all times. All their clothes—everything 
clean with absolute safety. That is 
thes whiter in Rinso suds. They know 
scrubbing or boiling. It's easy on the 
clothes washed this way last longer 
Try Rinso Free 

ever have tried Rinso, send a clipping of this offer with your name 

and address to Lever Brothers Co., Dept, n-39, Cambridge, Mass. A full- 
sized package ¥ 


1 without cost. 


t ear — must t ” 
“ many nurses SOAK the 
t Rinso soaks out dir 


hands. Saves you money, too — becaust 


| Different’ copy for Rinso which 

| appeared this week in two-column 

space in the newspapers of a few 
cities. 


|push was apparent in the results of 
|the following two years, when in the 
face of changing business conditions, 
sales held practically steady with ad- 
vertising appropriations reduced to 
half of the 1928 figure. 

The cost of promoting Supersuds 
included all expenditures for news- 
paper and magazine advertising; the 
,cost of distributing and redeeming 
|coupons; distribution of premiums, 
|}use of posters and other displays; 
/and all indirect mail campaigns. The 
| figures do not include, however, spe- 
cial offers made in the form of re- 
duced prices or free combinations. 

Additional figures presented this 
week by Procter & Gamble covered 
‘their Chipso granules, on which of- 
ficials of the company had previously 
| stated that no separate advertising 
appropriation was made and no sepa- 
rate accounts kept for the new gran- 
| ulated Chipso. 
| The only displays 
|sively to the granules, it is stated, 
were two pages appearing in Janu- 
ary, 1930, one in the Ladies’ Home 
Journal and one in Pictorial Review. 
These represented an expenditure of 
$24,000. All other Chipso advertising 
combined the flakes and granules. 
|; Over 8,000,000 coupons were used, 
| however, to push granule sales, most- 
ly in the central states, with a six 
| months’ campaign conducted in East- 
ern states. 


| 


Introduces Old Copy 


Advertising was called into the 
case again during the last week when 
Rinso sought to disprove the claim 
of the plaintiffs that it had, in its 
earlier years, been a “glorified wash- 
ing powder.” This designation had 
been applied to it at the opening of 
the trial by Newton D. Baker, counsel 


HOMES OF 100,000 ATLANTIC i:.001 sic vert yeu una 
tf TI improved from year to year until it 


had changed into a real soap product. 
| Copies of the Boston Globe of Sept. 
18, 1919, and the Ladies’ Home Jour- 
nal for February, 1921, were intro- 
duced in evidence, containing page 
advertisements of Rinso, in which it 
was presented as a true soap product, 
and its distinction from the soap 
| powders was clearly pointed out and 
| emphasized. 


Distributor Names Gray 


James A. Walsh, Inc., Philadelphia 
distributor for Chrysler air condition- 
ing and Gar Wood oil heat units, has 
Jerome B. Gray & Co., 
Philadelphia agency, to direct adver- 
tising. 


devoted exclu- 


—— 
— 


SALES SET-UP 


Flint, Mich., Nov. 15.—A _ com. 
| pletely new Buick sales organization. 
|to begin operations today, was oyt. 
|lined here late last week with the ap. 
nouncement of the dissolution of the 
|combined sales activities of the Buick 


jand Pontiac sales organizations 
|which have been functioning as aq 
junit since the Buick-Olds-Pontia, 


consolidation three years ago. 

According to Buick officials, the 
move became necessary as a direct 
|result of the considerably enlarge 
retail volume during the past year. 
and with the separation of the many. 
facturing divisions of the two con. 
panies, effected last year, both Buick 
and Pontiae will be able, once agaip, 
to pursue their own courses. Instead 
of dealing with one organization, the 
dealers and distributors will now 
deal with the two separate factor 
sales departments. 

As a result of the change, the new 
Buick sales map consists of 14 zones 
with headquarters in New York, 
Philadelphia, Washington, Buffalo 
Cincinnati, Detroit, Pittsburgh, Chi. 
cago, Minneapolis, St. Louis, Dallas 
Kansas City, Atlanta, and Memphis 

Changes in the home office sales 
department of Buick consist of the 
addition of H. J. C. Miller and O. L, 
Waller as assistants to W. F. Hut. 
stader, general sales manager. Mr, 
Miller has been made assistant gen. 
eral sales manager in charge of the 
Eastern district, with offices in New 
York, and Mr. Waller, assistant gen. 
eral sales manager in charge of the 
Western district with offices in Chi- 
cago. T. H. Corpe continues as ad- 
vertising manager. 


Newest Beauty 
Aid Is Model’s 


‘Fan’ Brassiere 


New York, Novy. 15.—The latest 
thing in advertised figure control is 
“fanning the bust back to youth,” by 
using a new brassiere created by the 
Model Brassiere Company on a revo 
lutionary principle. 

The manufacturer has started 2 
campaign in the New York Dail 
News, Sun, Times and World-Tele 
gram and expects to add other news: 
papers later, and probably magazines. 
The copy is all about 150 lines ap 
pearing once a week in all except the 
News, which gets two insertions 
weekly. 

“Fan” is the name of the new bras 
siere. It is advertised as the firs! 
garment of its kind ever designe 
“which supports the bust from w 
derneath, rather than lifting it bY 
l/uncomfortable, tight shoulder strajs 
and other contraptions. The Fats 
act as a comfortable little shelf.” 

The company finds that already the 
idea has gained great headway and 
is chalking up one of the best sales 
records in its field. Its appeal to dé 
partment stores produced a_ greé! 
amount of tie-up advertising from 
coast to coast. Topping & Lloys 
Inc., is the agency. 


Importers to Garfinkel 


Advertising of R. Guillermou . 
Co., liquor importers, has been place? 
with the Sidney Garfinkel Advertisilé 
Agency, San Francisco. Radio, ne¥* 
papers, car cards, outdoor and direct 
mail will be used throughout tbe 
state of California. 


Metropolitan offe 
gravure rates eve 


rs the lowest roto- 
r before available. 


In fact a lower milline than most 
black and white millines. 


Metropolitan. 


Baltimore Sun—Buffalo Times—Chicago 
Tribune — Cleveland Plain Dealer — 
Detroit News—New York News—Phila- 
delphia Inquirer—Pittsburgh Press—St. 
Louis Globe-Democrat—Washington Star 


Weekly 


Over 5,500,000 familie? 
Over 16,500,000 
readers 
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November 17, 1934 ADVERTISING AGE 3 
of 
A partial list of Important Advertisers in The American Weekly 
during 1932, 1933 and 1934 
Afhliated Products Kops Bros. 
Edna Wallace Hopper Kotex Company 
Louis Philippe Kraft-Phenix Cheese Corp. 
Neet Lambert Pharmacal Co. 
| American Chicle Co. Lamont, Corliss & Company 
American Safety Razor Corp Pond’s Face Creams 
American Tobacco Co., The Pond’s Face Powder 
Armstrong Cork Co. Lea & Perrins, Inc. 
Babbitt, ae. ie Leeming & Co., Inc., Thos. 
Bauer & Black Lever Bros. Co. 
Borden Co., The Lifebuoy 
Bristol-Myers Co. Lux 
Ipana Tooth Paste Lux Toilet Soap 
ium inso 
Brown & Williamson Corp. Libby-Owens-Ford Glass Co. 
California FruitGrowersExchange Lipton, Inc., Thomas J. 
Carter's Ink Co. Maiden Form Brassiere Co., Inc. 
Champion Spark Plug Co. Model Brassiere Co. 
Charis Corporation Nash Motors Co. 
Chatham Mfg. Co. National Biscuit Co 
Chesebrough Mfg. Co., Cons'd National Dairy Products Corp 
Chieftain Mfg. Co., The National Radio Institute 
Chrysler Corporation Norwich Pharmacal Co., The 
Dodge Bros. Numismatic Co. of Texas 
Plymouth Old Dutch Cleanser 
Clorox seen Co. ge tg Corp. 
Coca-Cola Co. -acific Mills 
Cohen, Goldman & Co. Park & Tilford 
Colgate-Palmolive-Peet Co. Parker Pen Co., The 
aoe Bouquet — & Ford, Ltd., Inc 
ental Cream *ennzoil Co., The 
c = ged = eg eg ~ ‘ 
onkiin Fen Uo. co adio & elevision orp. 
— gen Refining Co. tw | yee! Mills Co 
oty, Inc. ; ineapple Producers Cooperative 
feet pene Gap The i MS PUBLICATIONS which are represented to be family you can deliver your advertising message in one or 
Deanioon Mig. Co. aa Pompcien Co., hie read only by the **best people” charge a high rate for more great smashing color pages, double the size of any 
Eastman Kodak Co, ee Procter & Gamble Co,, The the privilege of talking to this supposedly select audience. other magazine page. 
Ethyl Gasoli 2 ‘ory Soi ’ : . . . . Ss . 
Forty-Morge Seed Co. eat aa _ It’sall right to lather the chins of the haughty, but the shav- That advertising will be read by some millionaires but it 
Erederict Inc, E- Pro-phy-lacctic Brush Co. ing cream manufacturer who depends on the millionaire trade —_ will also be read by the millions whose combined buying 
x ‘ ‘ ats Company, The : : : : ° 
General Foods Corp. Revoels Tobacco Co. R. J. will take it on the chin when he starts to count his profits. | power makes volume sales possible. 
an Cereals oyal Lace Paper Works, Inc. 
Calumet Baking Powder Royal Typewniter Co., Inc Weh id h ili i d Th A 
| < 3 “ , , e have no 1dea how many muillonaires rea e Amer- 
| Grape-Nuts Schenley Products Co. r ; 7 
| a Schick Dry Shaver, Inc, ican Weekly, but we do know that more than 5,000,000 Where this M. agazine goes 
| og Cabin Syrup Schnefel Bros., Inc. oe ; . ‘ : , 
Post Toasties Scholl Mfg. Company families who live in the richest buying areas of the nation The Amencan Weekly is the largest magazine in the world. It is 
P. S Ss, c b c ‘o . . . . . . . a 
General Mills, Inc. ene ton oy find this magazine so intensely interesting that they pay ten _ distributed through 17 great Hearst Sunday Newspapers. In 597 of 
ote. Fleer rool Catton Ca The cents to read it every week. America’s 995 towns and cities of 10,000 population and over, The 
General Motors Corp Siete, Bae. Thei folks all sh : h hei American Weekly concentrates 67% of its circulation. 
Buick Motor Co. Poe ty eir men-folks all shave, brush their teeth, use hair 
Ps ssay od oy lg Sane & Seen» Sees tonics, wear shirts, socks and drawers, write with fountain = of ae wng oe one out of every two families 
Oldsmobile Fleischmann’s Yeast pens, smoke and buy the usual assortment of gadgets that wm 825 more cities, 9 to SUM of the families 
o Pontioe Rs Royal Boking Powder pi sad a olen ile ol ok, In an additional 165 cities, 30 to 40% 
illette Safety Razor Co. oyal Gelatin essential to e lite Oo e average male. ities 30% 
an cart Septeoton Standard Onl Co . The e In another 173 cities, 20 to 
30) A } Sta- P . M4 : ° oe ons ° 
| Gaulgnen Titan. Oe The way to boost sales to men 1s to advertise the wares... and, in addition, more than 1,885,000 families in thousands of 
| Grunow Radios Sterling Products Co you have for sale in the one magazine that reaches the most __ other communities, large and small, regularly buy and read The 
ubinger Co., The ayer As : 
Hudnue, Richard Phillips Milk of Magnesia buyers at the lowest cost per buyer. American Weekly. 
| Hump Hairpin Mfg. Co., The Three-in-One Oil Co. ° ee ‘ 
Janvier Co., Walter Travelers Insurance Co., The For $16,000 each, at a cost of less than one-third cent per ©Wherecan youspend youradvertising dollar more effectively? 
Jergens Co., Andrew United States Rubber Co 
Johnson & Johnson Vanity Fair Silk Mills 
Johnson and Son, Inc., S. C. Vick Chemical Co 
Johnston Co., Robert A. Wander Co., The 
Jordeau. Inc., Jean Warner & Co.. Wm R 
Kaufmann Bros. & Bondy, Inc. Waters-Genter Company 
Kelvinator Corporation Watkins Co., The R. L 
Kleinert Rubber Co., 1 B Welch Grape Juice Co 
Knox Gelatine Co Western Company 
Kolynos Co., The Whittemore Bros. Corp 
G 
reatest 
Circulation 
ee Cock-A-Doodle-Doo 
—— SqodLs- ° 
\ see The average net paid circulation of in the World 
The American Weekly (Publishers’ SRT 9 AAG: it RAS: < S IY wEG ge SRE SS a RR 
| statements to the A. B.C.) for the six —- 
months ended September 30, 1934, 
| was 5,485,780. “The National Magazine with Local Influence”’ 
This is an increase of 655,771 copies 
per issue over the same six month 
| period of 1933. Main Office: Eighth Avenue, New York Cit 
| & y 
Branch Offices: Patmo.ive Buoo., Cuicaco ... 5 WintHrop Square, Boston . .. 753 Bonnie Bratz, Los Anceres ... 222 Monavnock Buoo., Saw Francisco 


| 


11-260 Generar Motors Bivc., Detrorr 


- 1454 Hanna Bupeo., Creverann 


. to1 Marietta St., AtLanta ... 1270 Arcane Buipo., Sr. Louis 
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HUGE CAMPAIGN 
PLACED BEHIND 


‘REFINED’ COAL 


Kansas City Company Offers’ 


Replacement Guarantee 


Kansas City, Mo., Nov. 15.—A “hu- 
manized” lump coal given a 
starring role in the current extensive 
campaign of the Pittsburg and Mid- 
way Coal Mining Company of this 
city to acquaint the consumer with 
remarkable developments in 
its Sunflower refined coal. The cur- 
rent drive is said to be the largest 
ever used on behalf of coal in this 
territory. 

The campaign, carried on through 
newspapers, radio, direct mail, and 
outdoor advertising in four states, 
announces that Sunflower coal is now 
sold by authorized exclusive dealers, 
and guarantees that if after a fair 
trial the customer prefers another bi- 
tuminous coal, the dealer will replace 
the unused portion with another 


of is 


| labeled 


the same price class, free 
Scientific refining of coal 


brand in 
of charge 
is stressed. 

The current effort follows comple- 
tion of exclusive dealership arrange- 
ments with about 100 coal merchants 
in Kansas, Nebraska, lowa and Mis- 
souri. The appeal of the new fuel, 
refined by a patented process, and the 
replacement guarantee, was tried out 
last year on a small scale. 

Sunflower coal dramatized 
through a personalized lump of coal 
with arms and legs, pictured in news- 
papers and direct mail pieces, It 
“X-tra heat” and talks 


is 


is 


'means of balloons. 


selling | 


The lump of coal is also featured 
in the company’s radio program, 
speaking on the recorded programs 
in a mysterious, husky, laugh-provok- 
ing Radio spot announce- 
ments feature a brief weather 
report the local station announc- 
ers. 


voice. 
also 
by 
Uses Patented Process 


Under the patented refining process 


which is the spearhead of the cam- | 


paign, raw coal from the mine is 
dumped into huge vats filled with a 
liquid of a specific gravity slightly 
higher than that of pure coal, In 
these vats, pure coal floats, to be 
drawn off at the top. 

This process has given advertising 
the opportunity to play up a sink-or- 


swim, floating coal theme which is 


by 


FLOATING COAL 


Now, Pure Coal “Swims” 
Away trom Ash-forming 

in New “Sink-or-Swim’ Refining 
Process at the Sunflower Mines 


Your Bonus !s: 


Ton Average These iepecttiee Are Raptneed with More 
Pree Cont Covey Vow 2000 Pomme of Refined Com Pe Tor 


SUNFLOWE 
COAL 44: Qdind 
e NOTE: 


A tence beremiocee cmt ome Metemed! Now ww 
Me heed Nh gia prveed ser 


: tw One © 
’s N 
Dealer’s Name 
& Metwey Cont Bamene | Me 


A typical prin ge advertise- 
ment in the unusual campaign for 
Sunflower coal. 


| climaxed with the announcement that 
/only pure coal swims, as ‘‘X-tra heat,” 
\the lump of coal, demonstrates. 
“Save-a-ton” heating advice for cus- 
tomers is featured also. 

The campaign is on a scale that ap- 
parently will give most of the deal- 


You can believe it, because 
76°, of the entire population within the cor- 
porate limits of Indianapolis answered definite 
questions about newspapers taken and preferred. 
Agency men and national advertisers can safely 


assume that the facts developed by this research 


apply to the whole city. 


This survey was made by Management Institute. 
It was checked and rechecked in two ways. 
More than 150 people worked together in get- 


ting this information. 


for whom the survey was being made. They did 


not even know it was for a newspaper. 


This research was not a 5%, to 15°/, cross-sec- 


tion. 


entire corporate city. 


exhaustive check of its kind that has ever been 


made in America. Therefore, you can believe it. 


* 
The 145,000 circulation 
of The Indianapolis News is by far 
the largest circulation of any daily 
newspaper in Indiana. 


None of the workers knew 


It was a combing and recombing of the 


It is probably the most 


This [S a Survey! 


THESE 


both other daily 
bined. 


2. 
receive or read 


3. The News has 


both other 
comb d 
5. 


THE 


79,289 READERS PROVE 


5 BIG FACTS 


The News is preferred for its advertising by 
a greater percentage of regular readers than 


Indianapolis newspapers com- 


There are more than 49,000 families in the 
Indianapolis city circulation area (Marion County) 
who take The Indianapolis News that do not 


regularly any other daily In- 


dianapolis newspaper. 


predominant circulation in ALL 


income areas, thereby providing a responsive 
audience for either mass-purchase or class-pur- 
chase merchandise. 


4. The News, ALONE, reaches regularly nearly 
as many homes in the upper income areas as 
daily 


Indianapolis newspapers 


The News reaches nearly 72°/, of the total 
income of Indianapolis. 


INDIANAPOLIS NEWS 


* SELLS THE INDIANAPOLIS RADIUS «* 


New York 


ers considerably larger publicity on 
bituminous coal than even aggressive 
dealers have ordinarily bought for 
themselves. 

The 100 test dealers have been 
carefully selected, and cover the en- 
tire normal sales territory of the 
company. Each will sell only the 
company’s line of bituminous 
Many of the dealers also sell anthra- 
cite and coke, but coal volume in 
these territories is almost entirely 
Kansas bituminous. 
During the 1933-34 season, the com- 
pany cooperated with dealers in ad- 
vertising, providing copy and mats 
and paying part of the cost of news- 
paper display. That campaign em- 
phasized the ‘“any-other-coal-free-in- 
the-same-price-class” guarantee; in 
the new campaign, the dealer also 
hands the customer a copy of the 
| guarantee. 


Heavy Schedules Planned 


The current drive began in Sep- 
tember in newspapers and was of a 
general nature, to get the story be- 
tore the whole community, fix the 
brand name in the consumer’s mind, 
and identify the local dealer with the 
brand and the sales story. Newspa- 
per advertising will continue through- 
out the winter, using totals of ap- 
proximately 10,000, 5,000, 3,000 and 
/1,400 lines according to the size of 
|the town and the dealer’s normal vol- 
ume on the brand or brands of bi- 
i'tuminous coal previously handled. 


-and is now running, in about 100 
| newspapers in Kansas, Missouri, lowa 
and Nebraska. 

Four radio stations will supple- 
ment the newspaper schedules. Last 
year, the company shared the cost of 
|a few radio schedules contracted and 


bituminous coal was emphasized. 


/and pays for broadcasts, 

‘the announcements. 
Direct mail was withheld until the 

“approach of winter drew attention to 

| 

| 


preparing 


‘coal. The first of a series of five 
mailing pieces for the November-De- 
cember period is now being sent out. 
|Last year the company provided di- 
/rect mail material to such dealers as 
| wished to mail it, making a small 
|charge. In the current campaign, the 
| dealer supplies names, the company 
jmails. In each instance the mailing 
|pieces are imprinted with the name 
|of the dealer supplying the list. 


Outdoor Also Used 


coals. | 


mer 


Copeland Begins | 
Work of Revising — 
Food, Drugs Bill 


Washington, D. C., Nov. 15.—Sena. 
tor Royal S. Copeland of New Yor, 
announced this week that he hag 
asked Ole Salthe, of New York, for. 
director of the food and 


drug 


bureau of that city and now a foog 


| consultant, 
| drug 


to revise his food ang 
bill. After revision is cop. 
pleted, Senator Copeland plans to jp. 


| troduce the bill in the new Congress 


and push for its enactment. 

A shift in the Senate’s committee 
line-up that would make Senato; 
Copeland chairman of the commerce 
committee, which committee has gep. 


‘erally been given jurisdiction 
hearings on such proposals, would 
greatly facilitate prompt consider. 


|tion of proposals for regulation of 


,the Commerce Committee but 


arranged by dealers when Sunflower | 


This year, the company contracts for | 


foods and drugs. 

Senator Hubert D. Stephens of 
Mississippi was formerly chairman of 
elec. 
tion results brought general changes 
Senator Copeland has been chairmay 
of the rules committee but has indj 
cated a preference for the commerce 
committee chairmanship. 


Extra Mobilgas 


Newspaper advertising is scheduled, | 


Advertisi I 
Run in Chi 

New York, Nov. 15.—A 
newspaper campaign § stressing the 
importance of preparing the auto 
mobile for winter has been released 
in the Chicago market by the Socony- 
Vacuum Oil Company, Inc., through 


special 


| J. Stirling Getchell, Inc. 


Adding an extra punch to the Sun- | 


| flower drive, for influencing prospects 
|not already sold and perhaps about 
to restock on coal, outdoor display 
will begin apout Jan. 1 in numerous 
locations. Previously the company 
used 24-sheet posters in Kansas City 
only, and without dealers’ names. 
Outdoor displays in every city where 
they are used will bear the names of 
the local exclusive dealers. 

The company’s advertising is care- 
fully planned with all advertising ele- 
ments closely tied together to bring 


| 


|the ultimate consumer most directly 


/into relations with the local dealer. 

While the company is paying for 
the advertising above described in 
behalf of exclusive dealers, there are 
many dealers handling other bitumi- 
nous coal who will receive coopera- 
|tion in their advertising of Sunflower 
| coal. 

Ferry-Hanly Advertising Agency is 
handling the account. 


| Gordon Vichek 


Starts Own Agency 


Gordon Vichek, recently resigned 

vice-president of the Campbell- 
| Sanford Advertising Company, Cleve- 
land, has opened his own agency in 
| the Hickox Bldg., Cleveland. B. Ben 


as 


| Rochlus will handle copy for the 
| firm. 
| Accounts of the new firm are 


Cheney Medicine Company, Toledo; 
Sunrise Brewing Company, Cleve- 
land; Dr. D. R. Parsons, Huntington, 
| W. Va., proprietary medicines; Wiz- 
ard Products, Cleveland, plumbing 
supplies, and Wemco Products, Cleve- 
land, shaving cream. 


Stanley’s New Work 

Milton R. Stanley, since 1912 edi- 
tor and publisher of the Shawano, 
Wis., County Journal, has joined the 
advertising department of the Four 
Wheel Drive Auto Company, Clinton- 
ville, Wis., succeeding F. M. Higgins, 
who has been promoted to the sales 
department. 


Featuring Mobilgas, the campaigi 
has been launched because of the large 
numbers of new dealers and service 
stations who have taken on this gaso- 
line in the Chicago area. The Sign 
of the Flying Red Horse, identifying 
mark of the Socony-Vacuum product 
was featured in the first advertise 
ment, one of 1,200 lines in the Chi 
cago News and the American. 

The new Mobiloil Arctic motor oil, 
made by the Clearosol process whic! 
is being advertised in a separate cam 
paign, also is covered in the Chicag 
newspaper campaign. 


Continues Photo Service 
Kaufmann & Fabry Company, Chi: 
cago photographer, which last May 
created a news photograph depart 
ment to serve publishers with pic 
tures of the World’s Fair, will cot 
tinue to provide news photographs 
Arthur C. Mayer, who headed the 
staff at the Fair, will continue 4 
head of the department. 


Names Bayless Kerr 


The Chandler & Price Compal! 
maker of printing presses and pape! 
cutters, has appointed the Bayles 
Kerr Company, Cleveland, to dire! 
advertising. Trade papers and dire’ 
mail will be used. 


ee ee 


M ANUFACTURERS who are look- 
ing for action on the Federal Hous 
ing Act, look to the plumbing and heat- 
ing industry. Plumbing and heating con 
tractors are now the central force around 
which modernizing and remodeling 18 
moving. $29.45 out of every $100.00 1s 
being loaned for plumbing and heating. 


Now is the time to go before these com 
tractors with your story, because they 
are alive to the new business possibili- 
ties. They are being called upon daily 
to furnish new equipment, and whether 
or not that equipment is yours, depends 
upon the direction and force of your 
own efforts. Reach these key contractors 


through DOMESTIC ENGINEERING. 


DOMESTIC ENGINEERING 
Chicago, 


1900 Prairie Ave., Ill. 
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Halfway station between New York and 
Boston, 

Tourist stop on the Boston Post Road, 

Snug harbor for subs and retired sea captains, 

Shore leave for undersea sailors, 

Boat race weekend for the Harvards and the 
Yales, 

And stop-over for commencement papas and 
mamas— 

Such to the outsider is New London, Conn. 


Go back of the concrete and the neon signs 

And find a glamorous past of glamorous 
trade. 

State Street, principal retail stem, 

Strives to forget its forebears, 

Puts on its gleaming plate-glass windows, 

Welcomes the five-and-ten, the grocery chains, 

Boasts a big movie house and the stately Bank 
of Commerce. 

But over on Bank, once the town’s big business 
street 

When the town’s big business was the sea, 

The past calls up great days, of crowded 
wharves, close packed 

With tall sparred clippers in the China trade, 
and ice worn whalers 

And free roving bottoms fying every flag ; 

Chandlers busy with stores of gear, ropewalks 
and huge horse-drawn drays ; 

Streets that gave off scents of spice and tea and 
sandalwood, new oak, hemp and oakum, 

The stench of whale holds and foul bilge, 

Savors of chowder and Indies rum through 
tavern doors; 

And on the cobbled streets, the sea brown 
faces, pigtails and long dirks 


e| 


¢ New Lonpon, Conn.—Population 29,640. 


123 miles from New York City, on the New Haven Railroad. A city that 


mirrors the old New England life with its colonial dwellings and its busy waterfront. Home of the Connecticut College for Women and the 
United States Coast Guard Academy. 7,254 New London families read 4,196 copies of the Sunday News—a family coverage of 57.8°%. 


Of rollicking crews ashore, and captains home, 

Stalking unsteady on sea legs to old houses on 
the hill ; 

Houses still standing from colonial times, 

Set off with soft green blinds and balconies, 

And ordered gardens of old fashioned flowers; 

Houses standing on old streets—Huntington, 
Hempstead and Williams. 


Once second only to New Bedford, New 
London was a whaling port. 

The National Whaling Bank on Bank Street 
has seen a century and one year go by, 

Its wooden steps are rutted deep from seamen’s 
boots, 

Its clerks still sit on lofty stools at sloping desks 

Penning at ledgers as in Dickens’ time. 

At night a single jet lights up the ancient 
painted safe. 

Nothing is changed since the last leviathan 
was brought ashore. 


‘Today New London, minor port and naval 
base, 

New England factory town, makes silks and 
cotton goods and paper wares. 

Population 29,640—78% native white. 

Two~fifths of its 7,254 families own homes. 

New London buys from 129 grocery stores. 

Its savings banks deposits total $39,000,000. 

A good market, steady, dependable, worth 
selling. 

How much of your national advertising does 
New London get? 


Seven and one-half million copies of magazines 
Spread thin over the American scene 
Is required to reach as many New London 


Sunday 


families 
As you reach in the Sunday News alone! 
Traditional town, 140 miles away from New 
York City, 
New London reads 4,196 copies of New 
York’s modern pete Sunday News. 
Family coverage 7.8%! 
And this circulation is no swollen figure of the 
tourist, boat race, commencement season 
But of March, 1934. 


New London is just a sample of the whole 
Sunday News market 

Of 113 towns “of better than 10,000” —where 
most 

Of the 2,400,000 circulation is found. 

These 113 cities hold 11,400,000 population, 

Range from towns just over 10,000 to New 
York City’s 7,000,000, 
Choicest plums in the national market basket 
With more people close together, more income, 
more outlets, more selling accessibility ; 
The Sunday News averages half of the families 
in these 113 cities among its readers, 

Does a big advertising job at the smallest 
advertising cost, 

Supplies the best coverage in your best urban 
markets, 

Delivers volume where the volume orders are, 

Delivers half the families at one time and one 
low cost, 

Translates advertising into action! 


The Sunday News market, coverage and cost 

Constitute one of today’s great marketing 
opportunities, 

Are you using enough space in the Sunday 
News this year? 
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man is going to study a dictionary | faces that stared from some adver- 


CANADIANS TOLD 
TO STAY WITHIN: 
THE PROPRIETIES 


“Stick to the Dictionary,” 
Nelson Advises 


; us 


Toronto, Ont. Nov. 16-—-Charging 
that advertising is not benefited by 
the use of terms that over-step the 


proprieties and that this present-day 
tendency may have a reverse effect 
upon the potential customer, John 
Nelson, supervisor of public relations 
tor the Sun Life Assurance Company 
of Canada, last night exhorted adver: | 
tising men to stick to the dictionary 
and stop the wrenching and twist- 
ing of words into new forms when 
there is a sufficiently large well of 
pure language from which to draw. 

He was addressing the 21st annual 
meeting of the Association of Cana- 
dian Advertisers whose membership 
comprises the major advertisers in 
Canada. 


“Some day, a young advertising 


and make a career for himself,” said 
the former newspaper advertising 
manager and publisher. “Success | 
will come to this young man for he| 
will find little competition.” 


The discussion of certain subjects | 
in modern advertising now deals 
with things an older generation 
knew but dared not speak of, Mr. | 
Nelson asserted, in tracing indica 

of the change that come 
advertising in one life- 


tions has 


over man’s 


| time. 


“Advertisers today have stripped} 
to the pelt,” he said. “Nothing | 
stands in the way of the advertising 
man in selling his wares. Some years 
ago, a man’s breath was his private 
possession and halitosis had not been 


: : ‘tion; secretary, F. E. Clotworthy. 
discovered. Its arrival has made . . - & , 
blushin bvnath-hebéin espa f Directors, W. F. Prendergast, Im- 
§ a "C% - 4 ferts oOo = ba - s 
a all n “— iii perial Oil Ltd.; H. S. Rimmer, Cana- 
—— dian General Electric Ltd.; C. B. 
Feels Reaction Coming Watt, General Motors of Canada Ltd. ; 
. 's field. } felt i H. S. Van Scoyoc, Canada Cement 
S tae Womens Nem, ne ton i Ltd.; Glen Bannerman, Hudson Mo- 


was unnecessary to descend to terms | 
and phrases that were offensive and 
repulsive to a great number of 
ple who still believe that much 
lost if the proprieties are not 
observed. Like extravagance’ of 
claim, this was bound to react, if 
carried far enough, in producing an 
opposite effect. Mr. Nelson said that 
certain copy was repellent and that | 
many readers resented the truculent | 


peo- 


is 


!tors of Canada Ltd.; 


tisements. 

On one point, he wished to congrat- 
ulate the advertising profession. New 
potentialities in the alphabet had 
been discovered. There is a real deft- 
ness, he contended, in using S. A., 
B. O. and a few other abbrevations 
for subjects that even yet seem 
scarcely to qualify for polite con 
versation. 

Officers for 1934-35 are: 

President, A. M. Miller, Chrysler 
Corporation of Canada, vice-presi- 
dents, L. R. Green, Tucketts, Ltd.; 
G. M. Bertram, Lever Bros., Ltd.; B. 
W. Keightley, Canadian Industries, 
Ltd.; A. J. W. Loader, Borden Com- 
pany, Ltd.; treasurer, G. S. H. Car- 
ter, Toronto General Trusts Corpora- 


Robert 
General Foods Ltd.;: A. A. 
Bank of Nova Scotia. 


Jones, 
McBain, 


Finn in Stock Field 
Frank W. Finn has been appointed 
eastern advertising manager of Na- 
tional Live Stock Producer, Chicago. 


He will have offices at 220 East 42nd | 


St., New York. 


‘SHOOT! IF YOU MUST 
THIS OLD GREY HEAD 


BUT THIS IS THE TRUTH, BY GARI” he said! ~~ 


© When a representative of ERNST & ERNST 
(the internationally recognized firm of Auditors and 
Accountants) placed their survey before us, we smiled— 
quizzically, we thought—and he responded as above ** 


| Albert E. Haase. 


A.N.A. STUDY T0 


HELP AGENCIES, 
BRISTOL FEELS 


Trustee of Study Sees Two. 


| bers. 


Pathways Ahead 


New York, Nov. 15. — With the 
exception of Lee H. Bristol, vice- | 
president, Bristol - Myers Company, | 
advertising leaders generally were | 
unwilling this week to discuss ‘“‘Ad-| 
vertising Agency Compensation,” by | 
It was indicated in | 
some quarters that comment might | 
be forthcoming following the meet-) 
ing of the Association of National 
Advertisers next week at Atlantic) 
City. | 

Members of the association will} 
pass opinion on the work at the 
meeting, and it is likely, also, that} 
a representative of discount medi- 
ums and a spokesman for agencies 
will be given opportunities to express 
their views on the subject to the 
members. 

Mr. Bristol, chairman of the board 
of trustees in charge of the study, 
said that, while the investigation was 
sponsored by advertisers, he believed 
agencies would derive the greatest 
immediate benefit. The observation 
was explained with the statement 
that, whereas advertising is but one 
phase of the activity of advertisers, 
it is the only activity of agencies. 

“The report sweeps away the arti- 
ficial barriers of half mysteries, sub- 
terfuges and misconceptions as_ to 
moral and legal conditions governing 
advertiser-agency relations which} 
stand between agencies and the full 
development of their services,” said 
Mr. Bristol. 


Sees Two Pathways 


“IT believe the pathways opened up 
for agency progress will lead in two 
directions. In one direction, the 
agency will tend to specialize in all, 
or some, of the discount mediums. In 
the other type of evolution, the 


profit on the large account has beep 
dissipated by the agencies in competi. 
tive bidding, instead of being useg 
to develop the rounded service the 
client requires. 

Beyond agreeing with what Mr 
Bristol had to say, Mr. Haase hag 


no comment to add at this time 
though he agreed to explain one 
point on which there seems to be 
some misunderstanding. This cop. 


cerns possible weighting of the fing. 
ings with opinions of A. N. A. mem. 


The questionnaire on which the 
study is based was sent to every ag. 
vertiser listed in the “Standard Aq. 
vertising Register’, 8,900 in = aj 
More than ten per cent responded 
and every questionnaire returned was 
included in the compilation, except 
59 received after the deadline. Ap 
examination of the late reports dis. 
closed that their omission would not 
materially affect results. 


Cost About $25,000 


The total of A. N. A. members jp 
all classes is 273, and if all of them 
returned their questionnaires, they 
would comprise only about 25 per cent 
of the number reporting. Actually, 
the percentage of A. N. A. returns 
while higher than from non-members, 
was far from 100 per cent. 

As many A. N. A. members as out. 
siders explained they were not sub 
mitting a report because they were 
sure their methods were either 
unique or so unusual that they could 
not be classified. 

ADVERTISING AGE was not told the 
cost of the A. N. A. study, but it is 
estimated that less than $25,000 was 
spent on the work, this figure being 
near the net cost and making little 
or no allowance for direction. It 
was financed by voluntary subscrip- 
tions from A. N. A. members. Not 
all members contributed and the sub- 
scriptions varied considerably. 

The cost of the Young Report has 
been estimated at $25,000 to $35,000. 


D.M.A.A. to Wind 
Up “Convention” 


Chicago, Nov. 15.—The 1934 “trav- 


|eling convention” of the Direct Mail 


FOR THIS SURVEY OF 20,408 TWIN CITY FAMILIES 


U-P-S-E-T ALL THEORIES ABOUT 
W-H-E-R-E MINNEAPOLIS AND ST. 


W-H-E-N AND 
PAUL L-I-S-T-E-N! 


HERE IS THE STORY IN TWO NUTSHELLS! 


NUTSHELL No. 1 


@ This Survey conducted for Seven con- 
secutive Days and Nights, from 7:00 
A. M. to 11:00 P. M., REVEALS these 
16-Hour PERCENTAGES of LISTENERS 


tuned in on these stations: from 12 Noon 


KSTP 50.1°, 
Station B 36.5 Greater. 
Station C 6.0 
Station D 4.5 
Other Stations 2.9 
100.0°/, 


® INTERESTING, isn't it? And VALUABLE TO YOU, no doubt! 


copy of this Survey which is available for your inspection at each of our branches offices. 


average of 50.6%, . 


NUTSHELL No. 2 


PERCENTAGES in DISTRIBUTION 
OF LISTENERS: 
®@ Stations B: from 12 Noon to 5:00 P. M.., 
shows an average of 32.8°,. 


KSTP: 
to 5:00 P. M., shows an 
. or about 60°, 


®@ ALSO: from 9 to 10 A. M., ratings show 
K S T P averages 58.1°%., or about 2 
TIMES GREATER than Station B... 
10 TIMES GREATER than Station C... 
15 TIMES GREATER than Station D. 


The proof is in the certified 
And 


for certified facts on which to base your expenditures in the Minneapolis-St. Paul Trade Area, just 
ask: FORD BILLINGS, General Sales Manager, K S T P, Minneapolis, Minn., or our NATIONAL 


REPRESENTATIVES: in NEW YORK—Paul H. 


Raymer Co. 
DETROIT 


. SAN FRANCISCO—Greig, Blair & Spight, Inc. 


MINNEAPOLIS, ST. PAUL 
DOMINATES THE 9TH JU. S. 


and in CHICAGO 


K STP 


RETAIL MARKET 


| make the agency more secure and its | 


| tance just now,” 


agency will equip itself to render an| Advertising Association will wind up 


| advertising and sales service so com-| its affairs at a four-day session here 
plete and so effective as to result in| next week, following successful ap: 


a partnership with the advertiser. _pearances in 14 other cities. 
“Either type of evolution will help| Attendance at the showings in 

stabilize the agency business,| each of these cities has averaged 
| approximately 3,000, with the excep. 
Costly | tion of New York, where the show 
competitive practices, almost una-| staged in conjunction with the Na- 
voidable under present conditions, | tional Business Show, attracted such 
will be largely eliminated. Under) throngs that admission was finally 
the partnership plan, with igen sem limited to those who could identify 
sation on a fee or commission basis,| themselves as definitely 
a change of agencies will be rare.” | with the industry. 

To illustrate the possibilities for! ‘The Chicago showing, to be heli 
expanding agency services, Mr. Bris- | at the Stevens Hotel Nov. 20-23, will 
tol pointed to the section of the) start off with a preview of the ex 


report wherein it is estimated that | hibit Monday evening for printers 
the volume of business in discount) and other suppliers. A number 0 


to 


activities more _ profitable. 


eoimected 


Hoereviggyr was $373,800,000 in 1932,|jocal organizations are cooperating 
| while the volume in non-discount| jn staging the various meetings and 


mediums was $1,363,000,000. | exhibits. 
The feature of the report which 
pleases Mr. Bristol most is the way | 
the data is collected and presented | 
so as to keep uppermost at all times The Continental Agency Network 
the importance of agency and other | will hold its annual convention 1 
outside services in the field of mer-| Detroit Novy. 24-25. 
chandising and the necessity for safe- | ————————_-»—-—- — 
guarding them. 


“This matter A SCHOOL 


| 
said Mr. Bristol, | ADVERTISING & cor 
“because we are surrounded by self. | co MMERCIAL 2 
appointed experts in the fields of. LAYOUT Belg See 
business, ec ics ¢ rer j 2 
yusiness, economics and government | MEN'S FASHIONS AND —— 


who are advocating programs for PHOTO RETOUCHING is 
reconstruction which begin with the 


destruction of everything we now 
have without stopping to determine!) =— = _— 
what can be salvaged with profit.” 


Agency Network Meets 


———— 
———— --——— — ——— 


has greater impor- 


Dept. L. V., 116 S. Mich. Blvd., Chiceg? 


Use Outside Counsel 


Mr. Bristol was most surprised by 
the evidence to show that a much 
larger number of advertisers than is | 
generally believed are employing out- | 
side advertising and sales counsel in | 
addition to agency service. 

According to the report, it appears | 
that large accounts, which tradition. | 
ally are supposed to secure many) 
free services to make up for sur-| 
plus discounts, receive relatively lit-| 
tle “no charge” service. The infer- 
ence that the extra margin of 


ATLAS PHOTO COPY CO. 


THREE LOCATIONS —sTA. 4047 
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My growing travel department in Scribner’s 
Magazine is at your disposal. You’ll be surprised 
how really helpful we can be. It is my aim to put 


travel before adver- tising men and 
women and Scrib- ner readers in the 
way that yo and they want 


everything put for before them in 
this fast-mov- TRAVEL ing age of to- 
day. As news. (ADVE RTI SERS J Not facts and 


figures and pic- tures alone, but 


facts and figures presented as 


your and their favorite news- 
reel presents them: picturesque, amusing, vital 


—and of the moment. Have you news to 
break? Can we help you? We can sell your 
kind of travel to our 200,000 readers. 


KATHERINE GAUSS 
JACKSON 


THE 
BULL’S-EYE 


is 
SCRIBNER’S 


FLYING SCOTSMaAN ROvar scor COLOEN aaRnow 


ASSOCIATED BRITISH 
RAILWAYS ne. 
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DEATH OF IVY 
LEE, PUBLICIST 


Influenced Vast Volume of 
Advertising 


New York, Nov. 14.—-Ivy Lee, ad- 
visor to heads of companies spending 
some $40,000,000 a year on national 
advertising and in this capacity a 
critic and aid on advertising mat- 
ters, died Friday at St. Luke’s hospi- 
tal of a brain tumor. Attending the 
funeral this week were heads of 
many large organizations, including 
John D. Rockefeller, Jr., George 
Washington Hill of the American 
Tobacco Company, and others. 

Mr. Lee, who was 57 years old, 
had spent many years as a counsel on 
public relations, starting this work 
in 1905. His interpretation of his 
profession, publicity, was the French 
one in that they use the word “pub- 
licité,” instead of “advertising” and 


Associates, 


J. Ross, 


Lee and 
Lee and T. 


and recently Ivy 
never served any 


of its clients as an advertising 
agency. 
In the course of his work, he had 


occasion to scrutinize advertising 
submitted to his clients, for it 
was his firm belief that this fell 
within the scope of publicity counsel. 
If proposed advertising failed in any 
way to promise fulfillment of its pur- 
advised rejection and rec- 
ommended changes 


copy 


pose, he 


Railroad Work Recalled 


The best known 
taking a directing hand in advertis- 
ing was in his connection with the 
Pennsylvania Railroad. te always 
urged full use of paid advertising, 
particularly in the case of American 


instance of his 


railroads after the war. They had 
a large need for advertising and he 


that 
position 
scale that 


consistently advised 
themselves into a 
job on the large 
essary. 

Following his advice, the 
vania Railroad 
sive advertising 


they get 
to do the 


Pennsyl- 
undertook an exten- 
campaign in 1927. 
The client askeu him to investigate 
the field and recommend an agency 
to handle the account. From be- 


CINCINNATI <watgee-TIMES'STAR |. 
INSULL, IN THARS TELLS LIFE HISTORY TO JURORS 


fag be 
Babess 
ose an | hgamenin 
she t 
Bisse 


ren? 


Vhistesy in Stak oh 
a Gem ef W Geli 
Heed Plast three 


‘PRLS 


HE national advertis- 


/ . 
ers most productive 


salesman in the Fertile 


Cincinnati market. 


HULBERT TAFT 


Presideut 


New York: Martin I 


Kellogg M 


Miarrsh, 


Chicago 


and Editor 


Patterson 


meChief 


2nd Street. 


38 No Michigan 


Was nec: | 


who had the account until last May, 
was chosen. 

In his advisory work for railroads, 
he approached closest to being an ad- 
vertising man, as commonly under- 
He helped to write much of 
the copy which appeared 
years ago in the Saturday 
Post in the form of 
answers on railroad problems. 


stood. 
several 
Evening 


questions and 


Under the banner of publicity, Mr. 
Lee aided other clients in a similar 
way, helping to select agencies and 


even taking a hand at 
although never performing 


agency service. 


writing copy, 
regular 


Gave Views on Advertising 


Addressing the Advertising Coun- 
cil of Chicago in 1930, he revealed his 


ideas of a basic pattern for a com- 
pany’s public relations, and in par- 
ticular considering internal condi- 
tion as well as its relation with 
the public. 

“The public today,” he said, 


“responds very definitely to the real 
character of an institution, and a 
company or institution of any kind 
that concerns itself primarily 
what it is internally, and later on 
considers questions of publicity and 
advertising, is the company or insti- 


with | 


on the client. 
|} come back on the i 


| Mr. Lee expressed significant 


| tising in the newspaper 


| story 


| base on which he can either 


| that 


porations when these subjects were 


P : | 
| being discussed, and I have concluded | 


that every corporation must start 
first with its employes if it wants to 
command public good will. If they 
are not its friends, 
to get the friendship of the public. 


it is very difficult | 


“Second in importance is a friendly | 
attitude on the part of the customers | 


of a corporation. When a corpora- 
tion has both its employes and its 
customers talking for it, it can inten- 
sify its effort by extending the 
knowledge of its real situation to 
the public.” 

The difference 
advertising 


between news 
according to Mr. 

view, was that news is that for which 
the public is willing to pay while 
advertising is information that the 
interested parties must pay for the 
privilege of getting to the public. 

In 1930 when the Chicago talk was 
given he was interested in the sub- 
ject of advertising agency publicity 
services for their clients. He pointed 
out that the public wants to know 
about many of the client’s activities, 
just as it does about baseball. “Free 
advertising” given baseball, a non- 
advertiser, by newspapers was one of 
his favorite illustrations. Baseball 
“free advertising’ was news because 
readers demanded it and were will- 


ls » . . 
ing to pay for it, he believed. 


The Whole Question 


The thing he cautioned against 


| was sending editors news on agency 


stationery, which 
suggestion that the immense space 
buying power of the agency, for its 
many clients, was being brought into 
play for a single client. He there- 
fore condoned agency issuance of 
client news if sent out over the cli- 
ent’s signature and with placement 
of the responsibility for its accuracy 
Not even rubber checks 
issuer faster than 
inaccurate news, he claimed. 

In addressing the 21st annual con- 


might carry the 


vention of the Association of | 


Advertisers at Washington in 193 

eran 
Weight was 
his statements by the fact 


concerning advertising. 
given to 


| that the corporations which he served 


were then _ spending $40,000,000 
annually in national advertising. He 


was a “great believer” in advertising. 

“The whole question is simply in 
what way you can reach the public 
with your story,” he told the national 
advertisers. “Sometimes it may be 
by a statement to the press for use 
in its news columns because it is 
news. Sometimes it may be by adver- 
columns, or 
r*publicity in other 

The main thing is to get your 
over.” 

He dwelt at considerable length on 
the necessity of assuming responsi- 
bility for published statements no 
matter whether in news or 
tising columns or elsewhere, 
policy, he said, gives the 


by advertising o 
forms. 


reader a 
grant or 
reject his confidence. Mr. Lee also 
declared his faith in 
agencies, because their varied expe- 
rience with Many accounts acted to 
the advantage of each client. 

The Pennsylvania 
many years had placed its advertis- 
ing direct, he noted by way of illus- 
tration, believing that a certain good 
will was built by the publisher’s 
receipt each month of a check from 
the road. 


and 
Lee’s | 


| 


| 


| 


adver- | 
for this | 


advertising | 
| served by 


Railroad — for | 


On his recommendation an | 


agency was selected and results were 


“very gratifying.” 


Opposed Agency Commissions 


Mr. Lee stood for 
of commissions to agencies, 
this would better 


believing 
their service 


the elimination | 


| papers 


: | mind 
assured the business world that he | s ‘ 
expenditures simply to get the com- 
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consider that it covers every effort tween 75 and 100 agencies which he tution that commands public confi- PUSHES CHEESE WEEK 
TUMOR CAUSES at public expression. Yet he was. considered, three were recommended | dence. 
never known as an advertising man/| to officials of the road and from these “I have had a great many occa-| = 
and his organization, for years Ivy | three, J. Walter Thompson Company,) sions to sit in the councils of cor-| SERVE CHEESE AND SERVE 


THE NATION! 


me @ 


NATIONAL CHEESE WEEK 
Wisconsin's Creat Opportunity! 
NOVEMBER [2th to !I7th 


EAT MORE CHEESE MORE OFTEN! 
Armour Creameries Central Cheese Co .. 


Wisconsin cheese interests used 

full pages in newspapers last week. 

end to tell the benefits of the 
national celebration. 


even though it did cause inefficient 
ones to drop by the wayside. By 
secret rates and rebates and favorit- 
ism, railroads when viewed as private 
institutions were found to have 
power of life and death over com- 
munities and industries. In the same 
sense, newspapers and magazines, he 
contended, have power of life and 
death over an industry. They should 
be regarded in the nature of a pub- 
lie utility. 

“If you agree that advertising is 
an indispensable element in the pro- 
cess of distribution, you must admit 
that advertising which carries the 
idea of the value of a product to the 
customer is in a certain sense anal- 
agous to the service of the railroad 


that carries the product physically 
to the customer,” he asserted. 
“Therefore there is every reason 


why there should be the maintenance 
of most scrupulous” standards of 
fairness on the parts of the news- 
and magazines toward all 
| advertisers.” 

If publications were to have net 
| rates for all, a change for the better 
would come over business, Mr. Lee 
maintained. The advertising agency 
would charge a fee instead of the 
15 per cent commission, which, he 
held, fosters an undesirable habit of 
that tends to induce large 


mission, regardless of need. 

“IT personally would much prefer 
to pay an advertising agency a com- 
mission of $50,000 to expend $100,000 
with great intelligence and with the 
superlative of effectiveness than I 
would merely to pay the 15 per cent 
for a larger expenditure. There can- 
not be any logical connection between 
the 15 per cent as such and the 
amount spent.” 


Accepts Liquor Copy 

The Bridgeton, N. J., Evening 
News, a dry paper since its estab- 
lishment in 1879, has opened its col- 
umns to all liquor advertising fol- 
lowing the recent election whicl 
showed the wets predominant by 4 
large majority in the community 
the publication. 


Offers Store Service 
The David Malkiel Advertising 
Agency, Boston, has opened a neW 
department devoted to store opera 
tion and merchandising, under the 
direction of Joseph H. Fierstein, well 
known retail executive. 


Fair pw WHO-WOC 

Harold Fair, for the past year with 
the radio department of Bozell & 
Jacobs, Ine., Omaha, has been ap 
pointed program director of stations 
WHO, Des Moines, and WOC, Davel 
port. 


= 


; —__ MASS PLAN-ADVEATISING. 


j_HOME-TO- HOME DISTRIBUTION OF ADVERTISING AND SAMPLES 


or service tell 


ine 


your invitation. 


nT A 


1G 4 ADVERT 


= 


The age old habit hasn’t changed a bit! 
Consumer still start their buying trips from HOME. 
If you want them to think favorably of your product 
‘em about it the “MASS PLAN” way. 
An intelligent discussion of BIG FOUR methods with 
application toward your particular problems should re- 
veal many interesting, profit. making truths. 


Central Western Office: 
of America, 570 W. Monroe St., 


ISING CARRIERS 


Mr. and Mrs. 


We await 


Advertising Distributors 
Chicago 
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Yardley—'"We wanted intensive in- e's re 
fluence not only in Chicago and its ‘ 
suburbs but also in the rich territory 
in the Chicago trading area. The 
Tribune gave us that, and so when we 
decided to do all of our Chicago adver- 
tising inthe Tribune color rotogravure 

ages, we did so with the belief and 
hae that concentration in your 
medium was the wise course. 

“We have since seen the results of 
that move.” 


*~ ‘ =! 


The Boston Store—"On Monday as the sale 
began buyers crowded into every department of 
the store as soon as the doors opened. By 9:30 
A. M. every department of the house was calling 
for more salespeople, despite the fact that we 
had hired 2000 additional workers. 

“We had also announced in the special section 
of the Tribune that telephone orders would be 
taken on the Sunday before the’ sale. Demand 
from this source kept the wires busy until 5 
o'clock in the afternoon. 

“The sale was one of the most successful in 
| our history.” 


roey BUILD SALES 


WITH THE CHICAGO SUNDAY TRIBUNE 


Lane Bryant—"The results of our full 
page three-color promotion which we 
ran in last Sunday's Tribune on ‘Ador- 
able’ Seersucker Dresses at $1.98 were 
tremendous. 

“We had the largest single day’s busi- 
ness in the entire history of our store. 
We sold in excess of 9400 of the featured 
dresses by Monday night.” 


ACTION! Sales! Profits! For advertisers of mer- 
chandise of every type and price the Chicago 
Sunday Tribune produces in tremendous vol- 
ume. Here are just a half-dozen case proofs of it. 


The reason for the marked response to Sun- 
day Tribune advertising is the vitality and in- 
herent interest of the paper itself. Sunday 
Tribune readers spent over $4,500,000 for 
the Sunday Tribune last year—more than they 
paid for all popular weekly magazines. 

In Chicago and suburbs the Sunday Tribune 
has 36% more circulation than any other Chi- 


cago Sunday paper. The circulation in metro- 
politan Chicago is in excess of 620,000. Be- 
yond the 40-mile city and suburban district 
another 293,000 Chicago-minded families 
turn each Sunday to the Tribune for its news 
and features. 


The Sunday Tribune is growing in circula- 
tion, in influence and in sales power. 


Why not take advantage of its power to 
build sales at one of the lowest milline rates 
in the country? Ask a Tribune representative 
to tell you the full story. 


The Fair— 21.5% 
of the entire news- 
paper advertising of 
The Fair during the 
first ten months of 
this year appeared in 
the Chicago Sunday 
Tribune. 

Repeatedly this great 
Loop department 


Mandel Brothers—61.8% of the entire 
newspaper advertising of Mandel Brothers 
during the first ten months of this year ran in 
the Chicago Tribune. 50.5% of all Tribune 
linage appeared in the Sunday issue. 


This concentration 
is based on consistent 


eA 


Karagheusian—'We 
have spent approximately 
a quarter-million dollars 
' advertising our standard 
rug in Chicago, and, with 
the exception of two sale 
advertisements, theTribune 


m has been used exclusively. 


. “During the whole five- 

| year period we have adver- 
; tised with you, Gulistan’s 
record has been maintained 
as the biggest-selling fine 
rug, and the Tribune de- 
serves a large share of the 
credit in making this pos- 
sible in Chicago.” 


store has run in con- 
nection with its semi- 
annual Economy Day 
sale as high as twelve 
pages ina single issue 
of the Chicago Sun- 
day Tribune. 


performance in sea- 
son and out, on regu- 
lar merchandise and 
for special events, 
with less than page 
space and with mul- 
tiple page sections. 


BLACK & WHITE—RUN OF PAPER COLOR—ROTO—COLOROTO—COMICS 


Chicago Sunday Tribune 


THE TRIBUNE GIVES YOU cHicaco plu 
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A.N.A. Reports on Agency 
Compensation 


Those who expected that the re- 
port of the Association of National 
Advertisers on the subject of the 


compensation of advertising agencies, 
summarized in this ADVER- 
risiInc AGE, Would contain a sweeping 


issue of 


condemnation of the present method | 


and insistence on the establishment 
of an entirely new method of paying 
for agency will be  disap- 
pointed. 

The report, which is both judicial 
and moderate in tone, lays chief em- 
phasis upon the desirability of estab- 


service 


permit greater freedom of action be- 
tween advertiser and agency in set- 
ting up a mutually — satisfactory 


method of compensation. The pres- 


ent method is objected to primarily | 


and only system” of 
paying for agency service. 

Its insistence upon 
several optional methods of 
ment, which burden 
A. N. A. brief the National 
Recovery Administration following 
the filing of a proposed advertising 


as “the one 
acceptance of 
pay- 
was the of the 


before 


agency code, of course carries with 
it approval of methods already being 
used to a considerable extent, and 
recognition as legitimate and ethical 
of some practices which, while ad- 
mitted to be prevalent, have been re- 
garded as irregular. 

An indication of the moderate tone 
of the report is the following para- 
graph discussing the advantages of a 
more flexible method of payment: 

“There is no need for the sudden 


overthrow of the discount system as 
AS 


come to 


advertisers, 
agents and mediums know 
and understand their own rights and 
duties and accordingly, this 
cover-all system will, in all probabil- 
itv, gradually disappear without in- 
jury to anyone.” 

Advertising agents who favor the 
present method of compensation and 
who regarded the Young report, pub- 
lished eighteen months ago, as 
conclusive demonstration of the 


a cover-all system. 


act 


a 
_ 


de- 


much in the new A. N. A. 
which they will interpret 
able to this point of view. For in- 
stance, it is shown that of 821 ad- 
vertisers who indicated their attitude 
toward the discount system, 493, or 
60 per cent, favored the present ar- 
rangement. 
ment is 


report 
as favor- 


Even though this state- 
qualified to bring out ex- 
pressions of preference for modifica- 
tion to about the same extent, it will 
doubtless be argued that the report 
has failed to demonstrate 
whelming demand for a 
abandonment of the present system. 


any over- 


complete 


Albert Ek, Haase, who prepared the 
“report for the A. N. A., has compiled 
a study which is admirable in its 
completeness and clarity. It may 
|fairly be stated that the report has 
achieved its objective of a thorough 
‘fact-finding job, and that through it 
real progress should be made in the 
| admittedly difficult task of adjusting 
the conflicting points of view of ad- 
| vertisers, agents and publishers. 


Ivy Ledbetter Lee 


Ivy Lee, whose death in New York 


last week brought to an end a career | 


significance 


business, 


of great 
and to 


to advertising 
Was regarded by 


many as a super-press agent and 


nothing else. Yet 


only a by-product of the establish- 
ment of sound public 
the development of which he 


the sort of which 


gave 


counsel justified 


his continued service of many of the | 


most important business interests of 
the country. 

It is from this standpoint that Mr. 
significance in the develop- 
ment of advertising is most evident. 
The adoption of 
policy by 


Lee's 


big business 


twenty-five 


during the 
would not 
have been possible had not many of 
control of the giant enter- 
prises which grew up in that period 
accepted Mr. dictum that the 
way to make good publicity possible 
is to have good public relations. 


past years 


those in 


Lee’s 


his business phi- | 
losophy was such that publicity was | 


relations, to | 


advertising as a| 


| The acceptance of 


new 


his advice 
attitude on the part 
toward the public. 
created situations which 
and which were reported as 
news, thus giving the impression in 
some quarters that 
sentially a press 
who knew of his work also 
that its results were 
|}adoption of 


created a 
of big 
This 
news 


business 


were 


Ivy Lee was es- 
agent. But those 
knew 
evident in the 
advertising policies by 


many big companies’ which, until 
| they accepted his philosophy, 
thought that they had nothing to 


say to the public. 

The humanizing of the point of 
view of corporations, especially those 
of large size and financial strength, 
was in line with what was bound 
to happen later; but to Mr. Lee should 
go the credit for having had 


visualize for others the fact that no 
business is greater than 
and no business can be permanently 


successful without public good will, 


| sirability of maintaining it, will find | 
lishing a flexible system which will | 


the | 
vision to see and the enterprise to | 


its public | 


HE'S THOROUGHLY SOLD ON HIS OWN PRODUCT 


"President of the Eureka Sun Lamp Company speaking!" 


— 


store survey showed 80 per cent came 
| by street car; in Chicago and New 
York the figure is much higher jp 
favor of public conveyances. 

Mr. West also made the statement 
| that business follows traffic. He jg 
absolutely correct. But the corner 
grocery and the neighborhood shop. 
| ping center are not located on a )oy). 
evard—they are located at an inter. 
section of street car lines. 

The street cars on State Street jy 
Chicago carry more people than aj] 


the automobiles carry on Michigan 
Avenue; this is also true of street 
cars on Clark Street, and there are 


15 other lines bringing people ints 
and out of the loop. In addition tg 
street cars and automobiles, there are 
the buses, elevated and interurban 
trains bringing people into the cep. 
tral district, but street cars carry 
| more than all the rest of the public 
| conveyance systems combined. 

Despite this fact, only 15 per cept 
of the total Chicago street car traffe 
/enters the loop! 

Another point—street cars are not 
| by any means the purveyor of trans. 
portation to only one class of urban 
residents. Street car traffic in Chi. 
| cago parallels the population in every 
| district—rich and poor. 

Mr. West paid glowing tribute to 
the auditing of outdoor circulations. 
| This is commendable, but let me 
| point out that street car traffic is 
audited by the secretary of state in 
each state. 

I go into these facts at length be. 
‘ause the average executive knows 
so little regaraing the movement of 
| people to market that I thought some 
| of your readers might wish to know 
| more of these facts. 


— — FRANKLIN S. ALLEN, 
Chicago Herald & Examiner. : = 
Western Advertising Manager, 
Street Railways Advertising Com- 
| pany, Chicago, Il. 


Voice of the Advertiser What Is iit 


Cheers and Applause 
To the Editor: 
ple of huzzas!! 


Hooray! and a cou- 


Just received your issue of Nov. 3 
and what do we see back again on 


| 
VERTISING AGE is growing so big now 


| that the countless hunters for Copy 
Cub’s column will thank you for the 
time saved in finding it. 

W. F. 
West Coast Trade, 
Wash. 


HEMMING, 


Publisher, 


Tacoma, 
vgeuy, 


Beer Advertised as 
Complement to Food 


To the Editor: We have read with 
interest the article, “Brewers Study 
Plans to Sell Public on Beer,” in your 
Oct. 13 

We sending herewith 
proofs showing the type of copy we 
are running for our client, the Pfeiffer 


issue. 


are some 


Preirree saniae ena 
| Brewing Company of 


| 


Detroit. Dur- 
ing the fall months and holiday sea- 
son we are associating beer with good 
food, using posed photographs 


with the main entree. 


} 


|ing, “‘Pfeiffer’s Imparts a 


| tration and menu, so that there is no 


| soring the beer. 
the front page but Rough Proots. Ap- | 


Paper Organization? 

To the Editor: Chicago Business 
Papers Association is planning on 
celebrating the 50th anniversary of 
its organization next year, 1935. We 
believe we are the oldest organiza- 
tion of business papers in the United 


Relish to 
Good Food.” The hotel or restaurant 
is given a courtesy line for the illus- 


idea portrayed that the hotel is spon- 


The whole attempt is to take beer| States. We were organized as the 
from its old “back room” association |Chicago Publishers Association in 


of the prohibition days and, as your 
story says, put a “lace collar” on it. 


1885 and have continued in existence, 
though with one or two changes of 


This type of copy is attractive to|name, until the present time. 
/ women through the natural affinity We would appreciate it if some 
of good food, appetizing menus, and} where in your columns you would 


jin pleasant surroundings. 


| uncovered by 


in| that 85 per cent of the people who} 
‘leading hotels and restaurants in De-| came to Hudson’s, leading depart- | will do some good. : 
troit. A picture of the head chef is| ment store, came by public convey-| Department. Write to your Cor 
used with a menu recommending beer | ance. 


The copy theme follows the head-| per cent; a Los Angeles department | 


cheerful people enjoying themselves jask the question as to whether there 


are still in existence any business 
We thought all this might be of in-| paper associations which originated 
terest to your readers along the lines} earlier than ours. 


of dignifying beer copy. | We believe that it is cause for 


justifiable pride for any organization 
to have continued its existence for 
50 vears. 


GEORGE M. BLACK, JR., 
Grace & Holliday, Detroit, Mich. 


+ + | 


Street Car Advertising 
Hits Markets on the Move 


To the Editor: Paul West made 
a very sound argument in favor ofA 
suggestive selling enroute to market 
during his talk at the outdoor adver- 
tising art luncheon in Chicago last 
week, itorial criticizing the Post Office De 

Had he intended to include street|partment in its handling of the 
car advertising in his assertion that | mails: 
“outdoor advertising is the only me-| Don’t you know that it is a penl 
dium which reaches markets on the tentiary offense for a public official 
move,” his statement would have) to make contracts for services or ma- 
been absolutely correct. Since he did} terials costing more than the appre 
not mention street car advertising, || priation that has been allotted him 
would like to take good natured ex-| py Congress? Would you like to see 
ception to his statement, as you pub-| Jjm Farley in stripes? 
lished it, because automobiles on the | 
10 ape guihie rene Ome 8 oer paren /get how many millions they lopped 

: ; /'mates before they sent the budget t? 

For instance: Figures have been Congress, Ask the committees on post 

municipal authorities | orices and post roads how many more 


W. R. Swartwouet, 
| President. Chicago Business Papers 
Association, Chicago, Il. 


, 3 


nonymous Reader to 


Post Office’s Defense 


To the Editor: Regarding your ed- 


Inquire of the bureau of the bud: 


in an effort to — sage tert park” | millions they lopped off those - 
sibiice - hich sg . ead resaerve A ae | mates before they submitted the bu 
> > arka sir <« 5) . 
people market in their automobiles. get to their respective Houses. 
There are many cars but they carry é : > the De- 
Rates of pay for much of th 


a very small proportion of the mar- 


ket. ; : : santa alt 
For instan fo Detroit an Asso |mails are fixed by law. Contract 
or instance: P < ASSO- ° P 
Bay: : |let for carrying the rest. 


ciation of Commerce survey showed | 


. . . wrung? e 
partment’s service in carryins th 


‘ , «o action 
Try advocating action where act? 
Don't plague the 
gress 
|}man! 
Honor Wuere Honor Is DUF: 


In Cincinnati street cars carry 80 | 
Washington, DP 
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Twenty-One 


acid tests 


HE most valuable asset of any great news- 

7 is that intangible something called 
“sood-will.” It is the very foundation of a news- 
paper’s business and a jealously guarded posses- 
sion. That is why a newspaper never considers a 
new editorial feature—or even a development 
of a long established feature—unless the pub- 
lisher and his associates apply first the acid test: 
Is it what our present readers want? Will it 
attract new readers? Will it widen the paper’s 
usefulness in the home? In short, will it en- 


hance the paper’s “good-will”? 


UNITED NEWSPAPERS 


420 LEXINGTON AVE., NEW YORK, N. Y. 


These questions were applied to THIS WEEK by 
21 great newspaper publishers — and each had 
his own “good-will” to consider. THIS WEEK met 
squarely the 21 separate acid tests—and passed 
them. 

What greater tribute could be paid to any mag- 
azine’s editorial policy —and what greater proof 


of high reader interest? 
ee ee e 

HIGHLIGHTS of THIS WEEK :—()) A live, colorful weekly mag- 
azine distributed with Sunday editions* —21 leading newspapers. 
(2) Tried and tested circulation — over 4,000,000 concentrated in 
America’s ‘‘A”’ market. (3) Hits hard where sales opportunity is 
greatest—21 major distributing centers. (4) Quality gravure and 
colorgravure printing. (5) Unusually low advertising cost. 


Wagazine Corporation 


360 N. MICHIGAN AVE., CHICAGO, ILL. 


GENERAL MOTORS BLDG., DETROIT, MICH. 


Associates: 


ATLANTA JOURNAL 
BALTIMORE SUN 
BIRMINGHAM NEWS 
BOSTON HERALD 
BUFFALO TIMES 
CHICAGO DAILY NEWS 
CINCINNATI ENQUIRER 


DALLAS NEWS 
DETROIT NEWS 


CLEVELAND PLAIN DEALER 


INDIANAPOLIS STAR 

MEMPHIS COMMERCIAL APPEAL 
MILWAUKEE JOURNAL 
MINNEAPOLIS JOURNAL 


NEW ORLEANS ITEM-TRIBUNE 
NEW YORK HERALD TRIBUNE 
OMAHA WORLD-HERALD 
PHILADELPHIA RECORD 
PITTSBURGH PRESS 

ST. LOUIS GLOBE-DEMOCRAT 
WASHINGTON STAR 


* Distributed with the Sunday edition except in the Chicago Daily News Saturday edition. FIRST ISSUE, FEBRUARY 24, 1935. 
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consideration various outstanding | 
problems of advertising to the med- 
ical profession. 

Douglas W. Coutlee, Merck & Co., 


Pharmaceutical 
Advertising Men 


“Progressive Grocer” 
Compares Census Data 


Progressive Grocer, New York, has 
issued detailed figures by states com- 
paring the information contained in 
the report of the Bureau of Census 
for 1933, compared with 1929. 


The ate c ilations are broke - . , = 
The state compil atic ns are broken New York, Nov. 15—Adam P. Peret, | 
down according to kind of store, und 


give sales volumes. Later reports | Winthrop Chemical Company, was 
will include relative sales for sec-| elected president of the newly formed | Oliver A. Life. formerly efvertic- 
tions of the country and finally for| Pharmaceutical Advertising Direc- ing manager of the Arete AP Senatule 
the country as a whole | tors’ Club at a meeting at the Adver-| Mfg. Company, St. Louis, has been 
— | tising Club of New York this week.) appointed advertising manager of the 
° . | Present membership is more than| Edwin F. Guth Company, St. is, 
Wins Parking Battle | 20. It is expected pret some 45 adver-| maker of Guthfans and ‘tenting 
| tising directors, those having to do | equipment. 
with policies of ethical pharmaceu- 


treasurer, and E. W. Bobst, Hoffman- 
LaRoche, Inc., secretary. 


Guth Anmaide Life 


The Wilmington, Del., Advertising 
Club, sponsoring a project to erect a 
centrally located parking place and|,; F : , 4 . 

.° , : . tical companies in the East, will 
convenience station, finally received belong ne the group is fully organ- | Newspaper Appoints 
a favorable answer from the City B Soup = ‘ 5an-) The Allentown (Pa.), 


| ized houg ARR ES eacenins | Chronicle 
Council this week. A sum of $5,000| ized. Though the primary purpose) qgnq News and Item has appointed 
has been appropriated for such a 


is sociability, it is expected that a| Lorenzen & Thompson national rep- 
structure. | program will be devised taking into! resentatives, effective Jan. 1. 


Up— 


The figures below are self-explanatory and are 
published in response to repeated requests for 
information as to the effect of the price change 
to $1.00 per year and 5c. per copy, on the 
circulation of Maclean’s Magazine. 


716% 
133% 


Increase from cash mail (renewals) during the 

103 Joni of October, as compared with September. 
Increase in single copy sales through dealers only on 

48 % September 15th issue, as compared with September 


Ist issue. 

This increase was obtained with comparatively small extra distribution, 
Figures will be published on the net single copy sale on October issues 
as soon as returns are complete and accurate figures can be given. 


250,500 


is the Print Order on 


December 15th issue. 


Increased orders received through sales staff during 
the month of October, 1934, as compared with 
September. 


The new price of $1.00 was in effect and produced extra business during 
the last two weeks of September, so that the increase in October, as com- 
pared with September, is an increase over an increase in September. 


Increase from local agents for the month of October, 
1934, as compared with September. 


Increase in single copy sale, dealers and boys, on the 
two September issues, as compared with the two 
August issues. 


Editorially, Maclean s is — 


NATIONALLY-MINDED- It isn’t edited from an armchair. 
INDEPENDENT — No string save that of public interest. 
BLUNT — when bluntness is needed. 

FAIR—in giving the other side. 
NEWSWORTHY — Presenting the news behind the news. 
FORTUNATE — in its Fiction. Its authors are world-known. 
CLEAN — Copies never have to be hidden. 
GROWING — That is why. 


What Our Readers Are Saying— 
Price Down, Quality Up 


When the price goes down on an 
article, the quality too often follows 
suit, but not so with Maclean's. It 
seems to me to be more interesting 
than ever. 


Twenty Year Record 


I have been a continuous reade1 
since 1914, when | obtained material 
for my “orals” at school from your 
“Review of Reviews.” In twenty 
years there has not been a single 
copy that has not had courageous, 
timely articles by capable writers, 
and fascinating fiction. 1 say this in 
all sincerity and because I look on 
your publication as an old friend. 
And congratulations on your new 
price. It’s the best five cents worth | 
I know. 

—(Mrs.) J. G. W., Chatham, Ont. } 


Reference Value of Articles 


May I congratulate you on the de- 
cision to reduce the price of Mac- 
lean's Magazine from ten cents to 
five cents, and at the same time ex- 
press the hope that this policy will 
quadruple the circulation. 

I have found both entertainment 
and instruction in the columns of 
the magazine, and many of the art- 
icles | have taken out and preserved 
because of their reference value. 

—H. S. D., Toronto. 


—L. W., Toronto 


Newsworthy 


I realize that Maclean’s Magazine 
presents, as does no other Canadian 
periodical, the newsworthy events of 
Canadian life as well as good stories 
and articles of a general nature. 

—C,. H. Samson 


Montreal 
London, Eng. 
New York 
Chicago 


-Canadas National Magazine 


Macleans: «:- 


CLOTHIER USES 


a. Inc., was elected vice-president; A. 
Sele ct Officers Douglas Brewer, Ciba Company, 


STRIKING COPY 


Chicago, Nov. 15.—Clinching proof 


of Hart Schaffner & Marx’s claims | 


in recent advertising in 100 cities 
that clothes of adulterated fabrics 


| were being widely sold as all wool, 


was furnished in striking advertise- 
ments in 13 papers of 12 cities yes- 
terday. The local retail code au- 
thority of a large eastern city had 
challenged the company’s distribu- 
tor to give proof of its claim or re- 
tract the statement. 

The copy causing the 
read: 

“Watch out! Wolves are mas- 
querading in sheep’s clothing these 
days! Men’s clothes represented as 


dispute 


‘all wool’ but containing sometimes | 


as much as 80 per cent cheap sub- 
stitutes, are being sold widely. They 
look all right at first, but fade, 
shrink, and pucker. To be sure 
of pure all-wool, look for the Trump- 
eter label.” 

When the code authority ordered 
the store to back up this assertion, 
Hart Schaffner & Marx sent an ex- 
pert to get the proof. The expert 
took a witness along and bought 
suits in six stores in the city. 

“Here’s what he found,” yester- 
day’s advertisement said: 

“Store ‘A’ suits in window tagged 
as 100 per cent wool. Represented 
by salesman as all wool. Tested 21 
per cent cotton by weight. 


Worse and Worse 

“Store ‘B’ Suit in window tagged 
as all wool. Salesman represented 
it as all wool and warned against 
cheap substitutes. Tested 25 per 
cent cotton by weight. 

“Store ‘C’ Suit represented by 
salesman to be all wool. Tested 26 
per cent cotton by weight. 

“Store ‘D’ Suit represented by 
salesman to be all wool. Tested 44 
per cent cotton by weight. 

“Store ‘E’ Suit represented by 
proprietor as all wool worsted. 
Tested 51 per cent cotton by weight. 

“Store ‘F’ Suit represented by 
proprietor as all wool worsted. 
Tested 81 per cent cotton by weight.” 

The copy concludes: 

“We repeat—the markets are full 
of clothes made of adulterated 
fabrics. Clothes made of adulter- 
ated fabrics frequently are repre- 
sented as all wool. No adulter- 
ated fabrics are tsed in Hart Schaff- 
ner & Marx clothes. One way to be 
sure you are getting all-wool fabrics 
is to go to the store which sells 
Hart Schaffner & Marx clothes and 
look for the Trumpeter label.” 

In several cases local stores han- 


dling the Hart Schaffner & Marx | 


line seized the opportunity to tie in 
with the company’s advertising yes- 
terday. 

“Hart Schatfner & Marx was asked 
to furnish proot and it did,’ com- 
mented G. H. Kollman, advertising 


a 
— 


manager of the company, which pre. 
pared the copy. Batten, Barton, Dur. 
stine & Osborn, Inc., placed the ag. 
vertising. 


4,000 Scouts 
Ferret Leads 
On Frigidaire 


Dayton, O., Nov. 14.—During the 
i/next 45 days Frigidaire salesmey 
-and dealers will have the aid of oye, 
4,000 scouts who will ferret oy; 
prospective Frigidaire purchasers 
turning the leads over to the regy. 
lar Frigidaire men in their commp». 
nities. 

The scout body will be made yw 
of executives and employes of Gep. 
;eral Motors Acceptance Corporation 
and General Exchange Insurance 
Corporation, each of whom will }y 
an “assistant salesman” for a specia! 
pre-Christmas selling campaign. 

The prospect scouting plan jg 
unique, according to H. W. Newel! 
vice-president in charge of sales fo, 
Frigidaire Corporation, in that the 
GMAC and GEIC men and women 
will receive no commissions on sales 
but will participate in an impressive 
list of prize awards for the _ best 
work. 

Increased commissions for Frigid. 
aire salesmen and increased sales 
volume for Frigidaire dealers and 
department and utility outlets are 
predicted. 

E. G. Biechler, president and gen. 
eral manager of Frigidaire, and J. 
J. Schumann, Jr., president of GMAC, 
are putting up prizes for the lead. 
ing branch managers and employes 
in various GMAC districts. 


| 


Attacks on Advertising 
Decried by G. D. Crain 

“It is the responsibility of adver- 
tising men in general and advertis- 
ing clubs in particular to bring the 
true facts about advertising to the 
attention of the public,” G. D. Crain, 
Jr., publisher of ADVERTISING AGE, 
told the Omaha Advertising Club 
Nov. 13. “Most of the changes laid 
at advertising’s door are wholly un- 
founded. 

“There is no basis in truth to the 
criticisms made by self-styled econo- 
mists that advertising is an economic 
waste, that it raises the cost of goods 
to the consumer, that it is a racket 
by which unwanted and inferior prod- 
ucts are foisted upon an unsuspect- 
ing public.” 

Advertising, in order to offset dam- 
aging effects of current criticisms 
must first of all clean its own house 
and then properly present its case 
to business men and the consumin¢ 
public, Mr. Crain said. 


Ayer Continues ie 
French Line Agent 


N. W. Ayer & Son, Inc., Philadel: 
phia, has asked AbvERTISING AGE U0 
announce that it will continue as thie 
advertising agency for the French 
Line. Several erroneous reports 0! 
'this subject have been  publishet 
| recently. 
| The account includes the direction 

of advertising on the “Normandie. 
ithe client’s new liner scheduled to 
|make her first trip in May of next 
| year. 


Stories of people in every 
day walks of life attract 
millions of housewives 
who failed to find them- = 
selves in the more sophis- 
ticated magazines...a 
major new magazine — 
market for advertisers 


for 


° 
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advertising 
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The Globe has been Boston’s choice as a home news- 
paper for 61 years. It stays in the home, where it gets 
leisurely reading. 


The Boston shopping district attracts buyers from a 
30-mile radius. Half a million persons come into the 
M, downtown section every week day. 


a 


“Give them plenty of good read- 
ing matter”... that was the way General 
Chas. H. Taylor saw this business of getting 
and holding readers back in 1873. Plenty of 
news and plenty of special features. Let every 
issue carry something of interest to each 
member of the family. 


Sixty years ago this meant pioneering. The 
Globe printed the first Women’s Pages in an 
American daily newspaper. It was the first 
daily newspaper to run a serial story. It was 
one of the first to print news and features of 
interest to children. 


That was the policy upon which the Globe 
was built, and its unrelaxed observance has 
made this newspaper the outstanding home 
paper in its field. 


John B. Woodward, Inc. 
110 Kast 42nd St. 
New York, N. Y. 


Guy S. Osborn 
Scolaro & Meeker, Inc. 


Detroit, Mich. 


Tes 


8-242 General Motors Bldg. 


s 20 Round the Glock 


WITH A UNIQUE NEWSPAPER 


and see why it gets such outstanding advertising 


of 


pial ee is se Kes i 
Men read the Globe before going to work, and often 
see a dish that they suggest for dinner. The paper is 


left at home for their wives. 


3 A new group of readers buy the Evening Globe. Dupli- 
cation on morning and evening circulations is neg- 
P.M. ligible—the same features are carried in both editions. 


For 61 years it’s been edited for the HOME 


It is a paper for all the family. A welcome 
friend in thousands and thousands of the best 
homes in and around Boston. It is read at home, 
where there is leisure, and every page gets full 
attention. 


Because the publishers of the Globe believe 
that its readers are as much interested in news 
of the shops as in news of the day, advertising 
is given equal prominence with editorial con- 
tent in its unusual make-up. 


Readers with money to spend, a seven-day 
circulation, advertising treated as news and 
read in the home under peculiarly favorable 
circumstances—these are some of the reasons 
why the Boston Globe does a successful adver- 
tising job on a “one-paper’” basis. 


THE BOSTON GLOBE IS REPRESENTED BY 


C. A. Cour Guy S. Osborn 
205 New Globe Democrat Bldg. Scolaro & Meeker, Inc. 
St. Louis, Mo, 360 No. Michigan Ave. 


Chicago, Il. 


results 


Women have ‘‘read the ad in the Globe,’ and are 
quick to spot a bargain. They look to its advertis- 
ing columns for shopping information. 


Now this home paper comes into its own. Advertising 
columns share an interest with news — important 


BOSTON 
...but which Boston? 


The map tells a story. The heavily shaded area is 
Boston proper, but the entire shaded area repre- 
sents the vastly larger ‘‘shopper’s’’ Boston as de- 
termined by Boston merchants themselves. 


The communities surrounding Boston are often 
nearer to the shopping center than part of Boston 
itself... and furnish an added and richer market. 


C, Geo. Krogness Garner & Grant 
303 Crocker First Nat'l] Bldg. 711 Glen Bldg. 
San Francisco, Cal. Atlanta, Ga. 
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| 
Coast petroleum market is econsid- Western. Eighty-five per cent of the | importing an Eastern oil to be sold | to be trained on the oil marker 
Ol COMPANY 10 ered as the spark that will generate motor oil sold there was made from | under their trade name. However,| with twice the profit margin fo, KE 
a new blast of large space advertis- Western crudes by Western refin-| with all facilities of a complete pro-| dealers, yet the company is not for. 
iy ahd ing drives by oil companies. Union ers. The other fifteen per cent was|ducing and distributing company,|getting the gasoline market, 4) e 
Pee my SPEND $900 000 Oil Company's total advertising ap- of the Eastern and mid-continent executives felt that the answer lay times larger. IS 
, ¥ propriation for all its products is ex- Pennsylvania type. in developing a process enabling The advertising will claim that 
’ pected to be approximately $900,000. Lubrication requirements of mo-| Manufacture of a motor oil of qual-| Triton will last longer, “will be legs 
Triton is a paraffin base motor oil tor oil at that time was satisfac- ity comparable to that of the East-| sluggish on cold mornings,” “wij; 
IN COAST BATTLE of the Eastern type made from Cali- torily met by Western oils which | eT? product, and to do it more/|not thin out under heat,” and “wij; S 
fornia wWax-bearing crudes under the were, perhaps, inferior to the cheaply than they could transport|form less carbon and less sludge jp 
propane process. Pacific Coast con- | Eastern type. the product into this territory. This|the crank case and on the piston 
a ee a eae ditions are said to give the Union With the development of faster nae Snally heen aeosmprened in the! heads.” 7 . . 
Marking a new advance in the strug- Oil Company a wide open annual and more efficient engines, a quiet company’s laboratories. The advertising is directed by the Glarl 


; aed , we Bs niin - : Ini x ‘ts ‘ 2 »w Los Angeles’ office of Lor ; 
te Debendn acters and Weilthet market of 40,000,000 gallons at which demand for a better motor oil sped Union expects to add 3,000 new I £ d & 


to shoot. dealers in the first month of its | Thomas. 


refiners for the Pacific Coast mar- through the territory, permitting . ee 
ket, the Union Oil Company of Cali- The background prompting the! Kastern petroleum refiners to en- ©@™paten. In addition to the $500,- Tea 
fornia will start a $500,000 campaign Union Oil Company to undertake |ter the market and gain a firm 000 to be spent in promoting 10 | 10 Milli h 
about Nov. 20, introducing its new |this drive make up a striking chap- | foothold. ton the advertising _ appropriation 1 tont _B S 
Triton oil. It is expected full page ter in the story of the petroleum As a result of their analysis of tor other products will total about woe 
newspaper advertising and exten- | marketing industry. this weakness in the Pacific Coast $400,000. Chevrolet Is om 2 
sive outdoor display will be used. In 1921 the motor oil market on/| marketing structure the company While the guns of the new Union ° ° sales 
This development in the Pacific the Pacific coast was dominantly | had considered the possibility of Oil advertising campaign are going Given to City lg 
. icone unflag 
| Flint, Mich., Nov. 13.—The ten mil ott 
\lionth Chevrolet was rolled off the Here 
line at the Chevrolet Motor Com ager 
pany plant here today and was pre. who 
sented by M. E. Coyle, president and advel 
general manager of the company, to articl 
the city of Flint, to be used as aq i. 
safety patrol car. nga 
The completion of the ten mil- ame 
lionth car, a_ standard four-door =m 
sedan, marked the 33rd anniversary a 
of Chevrolet. Ceremonies in honor oe 
of the two events were held at the wae 
company’s nine assembly plants short! 
throughout the country. nroke 
1 During the first year of full opera- it ha: 
Ss a tion, following its organization in inter! 
_ November, 1911, Chevrolet’s output day. 
Lil totaled 2,999 cars. Since the modern, pers, 
six-cylinder line was introduced in almos 
e 1928, the company has built nearly regul: 
Ameren 5,000,000 cars. Wh 
———— tle a¢ 
Club Joins Parade set 
of Mythical Drives thoug 
The Joliet, Ill., Sales and Adver- this | 
tising Club, Jewett E. Ricker, presi- some 
dent, has planned a series of evening distri 
dinner meetings featuring speakers vidua 
representing the various fields of ad- in th 
vertising. The first speaker was type 
Ek. G. Carlson, NBC division sales rs 
promotion manager, who talked Nov. oa 
1 on “The Place of Radio on the the 1 
Advertising Program.” wast 
S. R. Bernstein, managing editor, 
IN DEPARTMENT STORE 52" 
at the January meeting. Th 
a 4 The club will create a mythical ad- for tl 
vertising campaign, under the direc- tises 
DV tion of Harry L. Bird, Laundryown- tribu 
RTISING ers National Association. The sub- tebe 
a . 7 ; ject of the drive will be a home-town sia 
product which has been accepted os 
ae locally for several years without ad- purel 
‘ * ‘ 2 vertising. conti 
i. ae Du ring the first 10 months of this year the eine priat 
EVENING LEDGER published more department store advertising than | Licklider to Agency ay 
. ° . ° re) | Joseph P. Licklider, director ot ‘i 
any other evening newspaper in America. The EVENING LEDGER'S sunita sack cae cece tap ies _ 
volume of department store advertising was also greater than that | Missourt Stare Site saaacance Cour tervit 
; 7 : 4 pany, and at one time an executive : 
ot any seven-day morning and Sunday newspaper in America. | In the D'Arcy Advertising Company, Pas 
| has joined Jim Daugherty, Inec., St. alton 
| Louis agency, as account executive. matt 
y P ; | Pe ee eee | agen 
. DUSID 
[s¢ IN PHILADELPHIA... eee 
| John N. Jackson, formerly with the busi 


e e e — ~ advertising department of the Ver a pre 
in Retail Display Advertising Foe Wrocieg Pasay ten naka Tee ee 


Bureau of Advertising, Americal Ae 


and Total Display Advertising vo mf 


Philadelphia’s retail merchants used more advertising in the 
EVENING LEDGER during the first 10 months of this year than in 


any other Philadelphia newspaper. Real (overage ent 
Whe 


This great volume of EVENING LEDGER advertising : ot 
offers readers more money-saving opportunities on their purchases. IN IOWAS roepe 


To the advertiser, the EVENING LEDGER offers the quickest, most RICHEST MARKET 4 ©. 


effective and most economical advertising medium in Philadelphia. > = 

/ ‘ remj 

; | > 4 ; | (U4), the City ste 

EVENING PUBLIC LEDGER | i, 

More news for readers - - - more sales for advertisers | y < ol 

| “in thecounty |: 

With 

REPRESENTATIVES 87 : A BC A ve 

h Wi F°A.UX. (ed - 

NEW YORK-Hugh Burke, 60 E. 42nd St. CHICAGO-John E. Lutz, 180 N. Michi Ave. > 1 
u ichigan Ave Cedar Rupicls Gwszette 

* Source, Media Records | ALLEN KLAPP-FRAZIER co. om 
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es | New York Chicago Detroit 
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SS “ at 
|ers of the sale of the product, and | carries in Salada,” Mr. Claridge | “forgotten man”, the Salada sales- Steinbach Named x eo 
the absolute guarantee to the con-| said, “with the thought of selling | man is given close supervision and | N Cl b Di t ri : 
| sumer of the freshness of the prod- him on carrying a ‘full line’ of Salada | aid. ew u trector . Ui ; 
|uct. Every package of tea is dated| teas, no matter what that particular = The New Haven, Conn., Advertising es 
| when it leaves the factory, and sales-| dealer's idea of a ‘full line’ for _his| Club has elected A. D. Steinbach, | 
men must check dealers’ stocks for| market may amount to. In this con- Jake Barker Is Back /president and treasurer of A. D. ae | 
| 7 li “On “c . 7.) 1 Tl aa A + ae “ 
even the small ones, in most cases| dealer’s competition; if a chain store| managing director of Western Elec-| 0! @!rectors, to succeec homas A. a ie 


| 


once in six weeks, and many times|in the neighborhood is stocking| t’i¢ Company's operations in  Aus- president 
oftener, partly for tnis reason. | package sizes not stocked by the inde- tralia, New Zealand and the Straits | . ’ 


Tarrant, recently made second vice- 


SUCCESS SECRET 


Claridge Outlines Company's |'taking care not to overstock the/| disadvantage for this reason, for the sake of tenteinsin’ aeaanedin aeeian 


dealer; look for chances to sell a/fact that the chain stocks the unit advertising. Steddiford Pitt is the 


Advertising Policy | wider number of items in the line,| is almost a sure proof that a demand Thompson Addresses Club. new chairman of the club’s member- 


pomp g Salesmen call on yore nection he may make a study of his} Jake Barker, for the past five years | 5teimbach & Sons, Inc., to the board Valea 
| 


“it ee : . eta . EP Settlements, will return in the next Michael Campbell, Harry B. Ken- 
Salada salesmen are expected to pendent dealer, then the salesman few days to accept an executive posi-|!edy and Nathan B. Stone compose a 
sell an order, it the stock is low,| points out that the dealer is at a) tion in the New York office. |}committee newly appointed to take 


or additional sizes; and watch for exists for it.” ship committee. 


opportunities for special sales or The district managers are wholly | th gig: Koay te art —— of | Toe oe 
| as ine or advertiai ; ‘ acelili maimed ae 1e F. Wallis Armstrong Company, : * 9 
Boston, Mass., Nov. 14.—Salada| — ni phigiones4 _ field — and = — with Philadelphia, was the speaker at the | Benjamin s New Post 
Tea Company has built its sales ree- | e checks up to see whether the) one salesman after another, giving | dinner meeting of the Philadelphia| Wm. H. Benjamin has been elected 


dealer is carrying competitive teas them tested plans for building up| Club of Advertising Women at the| president and general manager of the 


ord not on the basis of any unique| ~ ‘ “he, i ‘ Cre - d , 
in sizes additional to the sizes he/| their territories. Far from being the) Art Alliance Tuesday, Nov. 13. ' National Farm News, Washington. 


sales strategy, but through emphasis | 
on quality tea, intensive sales work | - — er ee 
with even the smallest dealer, and 
unfagging year-round advertising in | } 
about 700 newspapers, according to : 
Herbert Claridge, advertising man.- | 
ager of the 42-year-old company, | 
who explained the Salada sales and 
advertising philosophy in a series of 
articles in “Advertising News,” bul-| 
letin of the Boston Advertising Club. | 
Salada advertising is concentrated 
almost exclusively in newspapers cov- | 
ering almost every city and town | 
where the company has distribution. | 
The company considers advertising | 
asa basic need, rather than a luxury. 
“Qur newspaper advertising began 
shortly after our first territory was 
proken,” Mr. Claridge declared, “and | 
it has continued practically without 
interruption to the present time. To- 
day, we are using about 700 newspa- | 
pers, two or four times a week, in 
almost as many Cities. Schedules run | 


| regularly the year round.” 

While the company has done a lit- 
tle advertising in other mediums at 
various times, newspapers seem best 
adapted to promoting Salada, al- 

though Claridge points out that 
this may not necessarily be true of 
some other types of products. “Salada | 
: distribution is developed around indi- | 


vidual urban markets and the papers 
in those areas seem to give us the 
type of coverage needed in the sale 
of a food product such as ours with A T 
the most flexibility and the least 


waste,” he asserts. 


setuid x Sale Sa KENTUCKIANA 


There are no arbitrary size-limits 
for the cities in which Salada adver- 
tises. In New Englana, wnere dis- 
tribution is complete, Salada adver- 
lises in many very small towns. 

“Considering advertising, as we do, 
purely as a sales tool,” Mr. Claridge 


continued, “we determine our appro- OyetweLetH of the nation's liquor output comes from Kentucky. This State, long famous 


priation not on the basis of a _ set 


Ree" 


se ee 


| 
| 


a 


percentage of last year’s gross sales, ° e fe e ° e e e e ». aethe ° ee 

but purely on the basis of what we as the home of fine whiskies, is again assuming its leadership in distilling and the revival of this im- 
7 think we need to spend to develop 
the new territories and hold the old portant industry has been a valuable stimulant to business activity in this section. 
; territories. Advertising, to our way 


ot thinking, is not something to be 

‘afforded’ at certain seasons, not a 

matter of vanity or luxury or extrav- | 

agance. It is a method of buying 

business, just as the operation of our 
i sales force is a method for buying 
business. In order to build volume at 
a profit, we could not afford not to 
advertise.” 

Salada advertising is bought not 
‘ly for immediate profit, but also 
is an investment to pay out later, or 
i the years to come. 


This is but one of the many large industries that con- 


tribute to the economic stability of this active market 
which has been among the first to throw off the shackles 


of depression. 


. ; 
Newspapers are selected in rela- : * ° ad 
ick cr ee ee ee ae To reach this section with your advertising message, 
“ome cities one paper seems. suffi- : B : F 
lent, in others five are required, as concentrate in the medium which assures you of effective 
Boston, Mr. Claridge points out. 
| When lists are revised at the first 
‘each year, recommendations of coverage of the market 
‘anch managers as to mediums to 


e used locally are carefully consid- 


Prec] 


As old as the company itself is its 


tlie. in one type of copy, the poster, Cw 


] “hinder style, in small or medium- Aj 
‘ized space. When a new territory yf 
'S broken the size may be increased, cy 4 


e schedule never calls for half 
‘Tull pages. Salada gives prefer- 


/ ‘nce to evening papers although it 
* Using a number of morning papers VI EB 
“ith good results. ee 


lo avoid irritation on the part of 
the customer, Salada does not start . rR " . 
| I vevspaper advertising in a market Major Market Newspapers, Inc. Audit Bureau of Circulations 


| distribution is fairly well built 


| D—to or beyond 60 per cent. Members Midwest Gravure Group 


Two Sales Policies 


company takes the initiative 


Mite os ee REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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. Earnings of 
Advertisers 


Net profit of Crosley 


30 after royalties, depreciation, 
eral taxes and othe 
$412,942, equal to 75 cents a share on 
no-par capital against $169,- 
805, or 31 a share in the six 
months ended Sept. 30, 1933. Crosley 
sales for the period totaled $8,401,- 
651, against $4,633,578 in the 
period last year. 

For the quarter ended Sept. 30 net 
profit was $72,274, equal to 13 cents 
a share, compared with $340,668, or 


fed- 
charges, was 
shares, 
cents 


62 cents a share in the previous 

quarter, and $64,894. or 12 cents a 

share in the third quarter of 1933. 
v v v 


Coca-Cola Company net profit for 
the nine months ended Sept. 30 was 
$10,870,143, after charges and federal 
taxes, equal to $9.35 a common share, 
compared with $8,342,285, or $6.82 a 
share, in the first nine months of 
1933. 

v 


v 4 


Earnings of Radio Corporation of 
America for the three months ended 


Radio Corpo- | 
ration for the six months ended Sept. | 


Same | 


| Sept. 30 totaled $406,189, against net 
loss of $525,158 during the same pe- 
riod last year. For the first nine 
months of 1934, RCA reports net in- 
come of $2,177,770, compared with 
net loss of $1,793,370 for the same 
period in 1933. 
v 


, FF 


Westinghouse Electric & Mfg. Com- 
pany reports net loss for the third 
quarter of 1934 of $332,062, com- 
pared with net loss of $1,513,645 in 
the corresponding period of 1933. 
|For the first nine months of this 
hey the company showed a net loss 
| 


of $363,787, compared with a net loss 


of $7,083,641 in the corresponding 
1933 period. 
v 4 v 
General Foods Corporation and 


subsidiaries report net earnings for 


the three months ended Sept. 30, of 
$3,149,022 after all charges and pro- 


vision for income 
with net earnings 
ithe 1933 period. 
Earnings for the first nine months 
1934 were $9,031,734 or $1.72 a 
|share, compared with $9,578,858 or 
$1.82 a share for the first 
months of 1933. 
v 
Hudson Motor Car Company 
subsidiaries report for the Septem- 
ber quarter net loss of $944,984, after 
all charges. This compares with net 
profit of $184,685 in the preceding 


taxes, compared 
of $3,236,296 in 


of 


v v 


Printing and Adver- 
| tising Advisers 
| We assist in securing cata- 
| logue compilers, advertising 
men, editors, or proper 
agency service, and render 
any other assistance we can 
toward the promotion, prep- 
aration and printing oft 
catalogues and_ publications 


Our SPECIALTIES 


(1) Catalogues 
(2) Booklets 
| (3) Trade Papers 
(4) Magazines 
(5) House Organs 
(6) Price Lists 
(7) Also Printing 
Such as Proceedings, Directories, 
Histories, Books and the like. Our 
complete Printing Equipment, all or 


any part of which is at your command, 
embraces: 


TYPESETTING 

} (Linotype, Monotype and Hand 
PRESSWORK 

(The Usual, as well as Color 
BINDING 

| (The Usual, also Machine Gathering, 

Covering and Wireless Binding) 

MAILING 

ELECTROTYPING 

ENGRAVING 


DESIGNING 

} ’ ‘ , 

ART WORK 
l| If you want advertising service, plan- 
ning, illustrating, copy writing, and as- 
sistance or information of any sort in 
regard to your advertising and print- 


Printing Products Corporation 


Telephone Wabash 3380 
CATALOGUE AND PUBLICATION PRINTERS 
ARTISTS, ENGRAVERS, ELECTROTYPERS 
Polk and La Salle Streets, Chicago, Illinois 


Executives: 

LUTHER C. ROGERS, Chairman 
Board Directors 

A. R. SCHULZ, Pres. and Genl. Mer. 

W. E. FREELAND, Secretary and 


Treasurer 


One of the largest and mo 
printing plant 


t completely equipped 
in the United States 


Catalogue and Pub 


Printers 


Artists : Engravers : Electrotypers 


Make a Printing Connection with a Specialist 
and a Large and Reliable Printing House | 


Business Methods and Financial Standing the Highest. 


PROPER QUALITY 


Because of up-to-date equipment and best workmen 


QUICK DELIVERY 


Because of automatic machinery—day and night service 


RIGHT PRICE 


Because of superior facilities and efhcient management 


Our large and growing business is because 
of satisfied customers, because of repeat 
orders. We are always pleased to give the 
names of a dozen or more of our customers 
to persons or firms contemplating placing 
printing orders with us. Don’t you owe it 
to yourself to find out what we can do 
for you? 


nine | 


and 


ADVERTISING AGE 


—— 


quarter and net profit of $19,043 in 
the September quarter last year. 

For the first nine months net loss 
amounted to $1,563,144, after charges 
including reserve for depreciation of 
$1,530,344, compared with net loss of 
$1,307,422 in the first nine months 
of 1933. <A portion of the third quar- 
ter loss, the company states, is at- 
tributed to price adjustments and 
increased sales promotion work in 
preparation for the 1935 season. 

v 


v v 


Hupp Motor Car Corporation had 
September quarter net loss of $923,- 
| 994, against $736,841 in the preceding 
| quarter and $414,990 in the September 
quarter last year. For the first nine 
months of 1934 net loss was $2,403,- 
361, against net loss of $1,196,131 in 
the first nine months of 1933. 


Oldsmobile Expands 


Oldsmobile, anticipating the 
| gest year in its history, will double 
| the production capacity of its factory 
by the expenditure of about $2,500,- 


|} 000, making possible an output of 
1,000 cars a day. 
Flower Maker Appoints 


California Artificial Flower Com- 
pany, Providence, R. I., has appoint- 
ed Lanpher & Schonfarber, Inc., 
Providence agency, to place advertis- 
ing. Trade journals, class and 
women’s publications will be used. 


DAY and NIGHT 
Operation 


The best quality work 
handled by daylight 


You will find upon investi- 
gation that we appreciate 
catalogue + and _ publication 
requirements and that our 
service meets all demands 


ication 


(Inquire of Credit Agencies and First National Bank, Chicago, Illinois) 


Use NEW TYPE for | | 


Catalogues and | 
Advertisements 


We have a large battery of type cast- 
ing machines and with our system— | 
having our own type foundry—we use 
the type once only, unless ordered held 
by customers for future editions. 1] 


Clean Linotype | 
and Monotype 
Faces 


We have a large number of linotype 
and monotype machines and they are 
in the hands of expert operators. We 
have the standard faces, and special 
type faces will ve tu:nished if desired. 


We have a large number of up-to-date 
presses—the usual, also color presses | 
—and our pressmen and feeders are 
the best. 


problems and asking for estimates does not 
you under any obligation whatever. 


pla c 


Let Us Estimate on Your Next Printing 


| ing, we will be glad to assist or advise bindery and mailing departments are 

| you. Wdesired, wemattyourponted | The LARGE and the SMALL ORDERS | *3lst#¢ thaciwe deliver to the pow | | 
matter direct from Chicago—the cen ofhce or customers as fast as the 

tral distributing point. presses print. 


(We Are Strong on Our Specialties) 


Consulting with us about your printing 


Local and Long Distance 


Binding and 
Mailing Service 
We have up-to-date gathering, stitch- 


ing and covering machines; also do 
wireless binding. The facilities of our | 


_— 


Executives: 
H. J. WHITCOMB, 
Vice President Publication Sales 
]. W. HUTCHINSON, | 

Vice 


resident Catalogue Sales 


big- | 


Good Presswork | 


INK BOTTLES TURN INTO COCKTAIL SHAKERS 


General Pencil Company, Jersey City, N. J., has just introduced 
this new ink bottle which can be conveniently turned into a cocktail 


shaker, table lamp, or what have you. 


Ink Bottle May 
Turn Upas Lamp 


New York, Nov. 15.—Mere ink bot- 
tles can be transformed into lamps 
or cocktail shakers, an introductory 
campaign by the General Pencil 
Company, Jersey City, N. J., on five 
new inks, to be launched next 
month, will point out. Class maga- 
zines and trade publications will be 


employed. 
The new inks are laboratory- 
tested, copy will state. Accessories 


for making empty ink bottles into the 
| lighting or drinking equipment can 
be ordered by mailing a coupon to 
bine company, with 20 cents for either 
|set. An outsert attached to the bot- 
| tleneck calls attention to the offer. 
Some four or five interesting tests 
|;were designed by the New York 


|| Testing Laboratories, Inc., for copy 
| purposes, but the results in favor of | 


General products were so startling 
that it was decided it would be un- 
wise to use more than one of them 
|in consumer copy lest there be an 
j}unfavorable reaction. Some of the 
other tests will be described in 
dealer copy. 

The test be featured in con- 
;}sumer copy that this brand of 
ink does not bleach or discolor after 
being under an ultra violet ray ma- 
chine for a period equivalent to 200 
years of natural aging. Actually, 
‘the inks will withstand the effect of 
the bleaching agent for more than 
itwice this time, but it is thought 
better advertising not to say so, as 
the correct results would seem im- 
probable to the consumer. 

One of the tests to be 
|;dealer advertising only, is 
{parison of corroding action. 


to 


is 


used 
a 


‘Cream Device 


For Housewife 


Enters Market 


Chicago, Nov. 15.—New 
| tion for the dairies in the cream mar- 
| ket is promised by the Cream Maker, 
‘a portable hand emulsifier which is 


said to enable the housewife to put | 


milk and butter together again and 
make cream at less than one-half 


||the usual costs. 


| Department stores in many cities 
lare taking advantage of the crowd- 
drawing qualities of the revolution- 
ary household 
|Cream Maker 
|their stores 
| vertising. 

The device was introduced in six 
New York department stores Nov. 5, 
with each store excepting Wana- 


device by featuring 
demonstrations 
in 


in 


and newspaper ad- 


maker’s running advertising in local | 


dailies. It is being introduced this 
|;week at stores in Chicago, Pitts- 


bugh, Washington and Philadelphia. 

The device is an English invention, 
over 200,000 having been sold in the 
year and a half since the machine 
was first shown in England. The 


in 
com- | 


— — — - 


| Club Aluminum Products Company, 
| Chicago, secured the manufacturing 
‘and selling rights for the United 
States and several other countries, 
Its introductory retail price is $4.95, 


Slashes Cream Price 

Based on present Chicago market 
prices, the cost of making cream 
with the Cream Maker is about 5y, 
cents per half pint, as compared with 
13 cents, the current market price 
of one-half pint of dairy cream. On 
the same basis a half-pint of whip- 
ping cream (32 per cent), may be 
made for about ten cents, whereas 
the same grade costs 18 cents on the 
market. 

In addition to making cream, the 
device may be used for homogeniz- 
ing milk and for emulsifying various 


liquid mixtures, also for making 
mayonnaise salad dressings, egg- 


nogs, and other beverages. 


° 
Three Join Gotham 

George Comtois, formerly associ- 
ated with Bruce Quisenberry in the 
radio management of various celebri- 
ties of the air, has been appointed 
radio director of Gotham Advertising 
Company, New York. Eric M. Beach 
is a new member of the agency’s per- 
sonnel, and Cuyler Stevens, formerly 
with J. Walter Thompson Company, 
has joined the copy staff. 


Fabrix, Inc., Starts 
Fabrix, Inc., a corporation making 
floor mats from discarded automobile 
tires, has been established in Chi- 
cago. The address is 325 W. Huron 
St.. in the same building as Food 
Display Machine of 


Corporation, 
which Fabrix, Inc., is a subsidiary. 


— 


PERSONAL! 


competi- | 


‘ATTENTION! ACCOUNT EXECUTIVE 


uk to your chief about hiring man 
Here's what you'd like—to double the num- 
her of prospect cal you can now 0 = 
in thing with the volume of t eg 
get and to get that new busine oy 
That’s why you need this man in your agency 
He is an idea and copy man ot : 
water and his methods of work reliev 
executives of the toughest part of the | 
ing job, that of building presentations 
sell the house and the idea. 
He doesn’t stop there. His copy for 
keeps the business after you get it. 
. , y 
Talk to your chief about him I ys 
his presentations cost mu ess tha 
you are probably using 
aold 
We want to see him in a much ! He's 
of operation and on a much bigger ta 
reasonable and will make your boss 4 rf 
tory demonstration proposition. Wir = 
and we'll send him to see you... 


TWO FRIENDS 


Box No. 518, ADVERTISING AGE 
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MRS. WILLIAM FOX AND $780,000,000 

-By EDWIN C. HILL 
THE MOST EXCITING STREET ON EARTH 
-By GEORGE WORTS 


Dees This Look Like Any Other Magazine? . . . There will be only four others 


anything like it... TOWER RADIO, MYSTERY, SERENADE, HOME ... all using the big 
680-line page of which this NEW MOVIE cover is a reproduction in actual size. The 


January 1935 issue, on sale December Ist, in America’s 1273 most active retail markets. 
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will buy this big 680-line page, 


reaching the active women 
buyers of 1,300,000 families 
nd concentrated in America's 1273 
most protitable markets. A 


cash and voluntary circulation. 


*1 COLUMN $900 
2 COLUMNS $1800 
4-COLOR INSERT $4375 
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Unethical Advertising Furn- 
ishes Most Discussion 


New Haven, Conn., Nov. 13.— 
George A. Dunning of Boston, New 
England manager of the Crowell Pub- 
lishing Company, was elected gov- 
ernor of the First District, Advertis- 
ing Federation of America, at the an- 
nual convention held at Hotel Garde 
here last week-end. Mr. Dunning, 
who has been lieutenant-governor, 
succeeds Donald W. Davis, advertis- 
ing director, Springfield Newspapers, 
Inc., Springfield, Mass. 

Leslie H. Tyler, head of the public 
relations department, New York, New 
Haven & Hartford Railroad, and past 
president of the New Haven Advertis- 
ing Club, was chosen lieutenant-gov- 
ernor to succeed Mr. Dunning. Alice 
M. MeCoart, Washburn Wire Com- 
pany, Phillipsdale, R. IL, was re- 
elected district secretary and treas- 
urer. 

Unethical advertising as a threat to 
the great majority of honest adver- 
tisers was the principal topic of dis- 
cussion during the convention ses- 
sions, although the program was ex- 
ceptionally well balanced as to speak- 
ers’ subjects. In three different ad- 
dresses, however, the question of what 
constitutes bad advertising and how 
itcan be controlled was prominently 
featured. 

Supplementing the attack on mis- 
leading “‘ballyhoo” copy made at the 
Friday luncheon session by Edward 
\. Filene, William Filene & Sons, 
Inc., Boston, Mass., as reported in the 
Nov. 10 issue of ApDvERTISING AGE, 
Chester H. Lang, manager of the pub- 
licity department, General Electric 
Company, and president of the A. F. 
\, paid his respects to objectionable 

lvertising. 


Asks for Self-Examination 


‘I've repeatedly said that bad ad- 
ertising will largely take care of it- 
self. Advertising, with its goldfish 
existence, cannot conceal its sins for 
long. Arthur Brisbane, who ought to 
know, tells us that when 20,000,000 
people see what you write you may be 
sure that your sins will find you out,” 
Mr. Lang declared. 

“But while I’m confident that bad 
ilvertising will come home to roost 
long before the speeches and writings 
and resolutions of advertising people 
wcomplish anything in specific cases, 
uevertheless I want to express my 
personal belief that there’s an un- 
warranted amount of self-righteous- 
less in our approach to this bad ad- 
vertising situation. 

“Without developing the point fur- 
ther, therefore, let me propose more 
searching self-examination, more 
titical analysis by each of us of our 


Wn advertising—and by the same 
token, less confidence that every- 
body’s out of step but Jim—less 


searching for the mote in our broth- 
e's eye. We may find a surprising 
Dportunity to contribute to the pub- 
confidence in advertising—right 
in our own advertising back yard.” 
Delivering the keynote address on 
Up the Trail with New England,” 
Mr. Lang described advertising as a 
sales tool which must be used to help 
‘ell merchandise. Advertising men, 
® said, cannot do their job properly 
i! they waste time worrying about 
Dolities, economics and other outside 
‘Subjects. “Worry about your custom- 


y 


"fs instead of your congressmen,” he 


tes 


*xhorted his listeners, closing with 
‘he statement that the fear complex 
hould be eliminated and that ad- 


*rtising is peculiarly fitted to be the 
‘orch-hearer in future progress. 


Sees Distrust Growing 


Peaking on “Controversial Ques- 
is in Advertising,” C. B. Larrabee, 
Nanaging editor of Printers’ Ink, took 
‘he position that “we must face the 
unpleasant fact that a certain 
imber of advertisers are not ethic- 
‘lly decent enough to conduct their 
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GRANDMOTHER 
Givelork SAUSAGE 


WHITE PROVISION COMPANY, ATLANTA, GEORGIA 


GRANDMOTHER Pure Posh SAUSAGE 

‘The same smection of chowe peck wih sage some of U in his re 
and spices is enact proportions Thats why & 
hee thei empang oc ame flere tor which Gus 


ingemtor sew wanag 
tor you we dissowe: how 
very good it mally ist 


One of a series of newspaper ad- 
vertisements for White Provision 
Company, Atlanta, which attempts 
to lend a new atmosphere to 
sausages by featuring their ''coun- 
try style" in copy reminiscent of 
grandmother’ s day. Johnson-Dallas 
Company is the agency. 


advertising fairly and honestly.” 


sumer interest in product investiga- 
tion, notably through Consumer’s Re- 
search and other organizations and 
said that public distrust of advertis- 
ing seemed to be increasing. Legiti- 
mate advertisers should no longer 
continue to “hold an umbrella” over 
those who are breaking down public 
confidence in advertising, he said. 

Magazine advertising is pre-emi- 
nent in the upbuilding of dealer in- 
terest in a _ product, said George 
Small, Eastern manager, advertising 
department, The Literary Digest. Us- 
ers of magazine space frequently get 
the benefit of large sums spent by 
dealers for local tie-up advertising, he 
said. Mr. Small deplored destructive 
criticism of various media by men in- 
terested in one particular form of ad- 
vertising. 

The present trend toward socializa- 
tion of industry, as particularly exem- 
plified in the case of the utilities, will 
eventually make itself felt in all lines, 
and all business will therefore have a 
public relations problem, Laurence O. 
Pratt, of the Boston office of Batten, 
Barton, Durstine & Osborn, deciared 
in an address on “Public Utility Ad- 
vertising.” 

Definite service to the consumer is 
the goal of much utility copy now ap- 
pearing, Mr. Pratt said, illustrating 
his point with specimens of advertis- 
ing used by telephone and electric 
light companies. Telephone compa- 
nies have concentrated the bulk of 
their advertising in newspapers, al- 
though some direct mail is used to 
reach special groups of prospects, Mr. 
Pratt told the group. 

Frank Black, advertising manager 
of Filene’s, Boston, and treasurer of 
the A. F. A., conducted his famous 
“Question Box,” a regular feature of 
First District conventions. Most of 
the discussion centered around the 
unethical advertising problem, reflect- 
ing the deep impression made upon 
delegates by the speakers who had 
touched on this subject. 


Many Social Affairs 


Mayor John W. Murphy, giving an 
address of welcome at the Friday 
luncheon, said that in his opinion 
every city should have a trained ad- 
vertising man to handle its publicity. 

Chairmen and co-chairmen of the 
various convention sessions included 
Russell B. Stapleton, president, Town 
Criers of Rhode Island; John R. 
Whitney, president, Advertising Club 
of Springfield, Mass.; Edward P. Jen- 
nison, president, Advertising Club of 
Worcester, Mass., and Lorena G. 
Adams, president, Women’s Advertis- 
ing Club of Providence; Walter E. 
Myers, president, Advertising Club of | 
Boston, and Mitchell A. Kapland, 
president, Advertising Club of Hart- 
ford. 

The social side of the convention 
was not neglected, the New Haven 
committee arranging a “round-up” 
and informal get-together for Thurs- 
day night, a dinner-dance Friday 
night, and attendance at the Yale- 


Georgia game Saturday afternoon. 
President Raymond C. Gorman of the 


He 
pointed to the rapid growth of con- 


Four A’s Issues More 


Newspaper Statistics 

Section C of Market 
per Statistics, Vol. IIT, 
leased by the American Association 
of Advertising Agencies, and deals 
with the 46 cities over 100,000 popu- 
lation for which A.B.C. audit reports 
were issued for periods ended March 
31, 1934. 

Section D, covering cities having 
audits for periods ended June 30, 
1934, will be issued as soon as pos- 
sible after audits are available. 


KNOW, Austin, Moves 

Station KNOW, Austin, Texas, has 
moved to new headquarters on the 
13th floor of the Norwood Bldg. and 
added new model speech equipment. 


C. J. Hopkins Dies 


Charles J. Hopkins, manager of the 
foreign department of the Crosley Ra- 
dio Corporation, Cincinnati, died in 
that city Nov. 8 at the Christ Hospi- 


and Newspa- 
has been re- 


has announced the development of a 
process which gives a new twist to 
the use of half-tone color plates for 
newspapers. 

“Our process is now virtually fool- 
proof,” Mr. Smith told ApvEerTIsING 
AGE, in announcing the innovation. 
“We are able to produce quality ef- 
fects heretofore not considered pos- 
sible on ordinary newspaper stock.” 

While the solid and tint-block style 
of newspaper color printing now in 
general use produces effective results 
in certain instances, this new process 
achieves a soft tonal or “quality” ef- 
fect, similar to magazine technique, 
which is now desired by so many ad- 
vertisers, according to Mr. Smith. 
Rich greens, browns, blues, orange 
and mulberry are colors which have 
been employed successfully. 

Outlining the steps by which the 
half-tones are produced, he revealed 
that first, a wash drawing is made, 
then photographed as for a half-tone. 
Instead of completing the operation 
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PRESTIGE FOR SAUSAGE New Haven club was in general ral | P /as usual, however, two Velox prints > 
FIRST DISTRICT charge. oast aper jare made from the engraver’s nega- bse 
“ Award of the Borges Trophy, made tive. An artist then retouches these 
mm annually to the club having the larg- | Exhibits New prints for a black etching and a color 
est number of its members present at | etching. Next the photos are shot 
NAMES DUNNING us the convention, in proportion to dis- Color Process in line and cuts made from them. = 
tance traveled, went this year to the | Thus a faithful reproduction of the i 
Women’s Advertising Club of Provi- | half-tone screen results. aie 
NEW GOVERNOR ~ dence. The location of next year’s | Los Angeles, Cal., Nov. 15.—After The color half-tones are used in 
convention was not decided. | more than a year of experiment, the both the editorial and advertising 
Los Angeles Illustrated Daily News columns. First experiments were 


with the weekly fashion feature page 
of the editorial department. Then 
several department stores became in- 
terested, among them the J. W. Rob- 
inson Company, Desmond's and the 
Broadway Department Store, the lat- 
ter being a consistent user for some 
time. 

Mr. Smith and Robert Sterner, ar- 
tist, are the originators and devel- 
opers of the new process. 


Roland Transferred 


Marshall Roland, former art direc- 
tor of the Tracy-Locke-Dawson New 
York office, has been transferred to e 
the Dallas office of that agency, where zi 
he will fill a ee position, succeed- 
ing the late L. - Sargent. 


“Reporter” Appoints 


The Dover, Tuscarawas County, 
Ohio, Daily Reporter has appointed 
DeLisser, Boyd & Terhune, Chicago, 
as national advertising representa- 
tives. 


tal. 


Dh U 


rauff & Ryan, Inc., ts a by-product of its 
regular work. Formerly it was 


its own staff, and to a limited number 
of executives in other organizations. It 
occurs that many business men might 
find in such material occasional items 
of interest and value. 
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According to population statistics, we 


our population growth. Before the 
World War the population of the 
United States was oun ing an increase 
of approximately 1,800,000 annually. 
However, since then the annual pop- 
ulation growth has been steadily fall- 
ing off, with 1933 showing an in- 
crease of only 800,000. 

These decreases also account for 


the average American family. Back in 


4.7 members. In 1910 it had 4.5 
And in 1920, 4.3. But in 1930 the 
“ ure had dropped to 3.8—a decrease 

.5 in ten years, ora rate of decrease 
more than double that of the early 
nineteen hundreds. 


A comparison of the sales of beer in 
New York this past summer with last 
shows consumption of draught beer 
on the upward trend, with bottled 
sales averaging 50% less. 


. 

An unusual record. . Sales climbing 
upward almost continuously since 
1925, including the ruinous Depres- 
sion years... And sales this year to 
date showing the same successful 
trend — 24% greater than the same 
period last year. Noxzema, the prod- 
uct, stands as one of the outstanding 
successes in the drug and toilet 
goods field. Ruthrauff & Ryan have 
played a part in the Noxzema 
growth, having placed all Noxzema 
advertising since 1925. 
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This country consumes 60% of Japan’s 
annual production of 4,000,000 cases 
of crabmeat. 


soy d 
along from time to time to members of 


are gradually approaching the end of 


the accelerated decline in the size of 


1900 the average family consisted of 


Down in Cuba, where duehies is 
done in so leisurely a fashion, a 
bottle manufacturer is including a 
checker board with every case, the 
bottle tops to be used as men. 


It is significant that of the 191,876 
grocery stores (without meat depart- 
ments) enumerated by the 1930 Cen- 
sus, 36% (69,136) did less than $100 
worth of business a week in 1929. 


During 1933, approximately $9,000,- 
000,000 in taxes were paid by the 
people in this country, of which 
$3,000,000,000 went to the U. S. 
Government. This means that over 
21% of our income was paid into 
some form of taxes —as against 12% 
in 1932. a 
Cocomalt sales again hit a new high! 
In the first eight months of this year 
sales are far ahead of the same period 
last year. Cocomalt advertising is 
handled by Ruthrauff & Ryan. 


According to an estimate recently 
made by the Federal Office of Edu- 
cation, more than one of every four 
persons in this country will attend a 
school of some sort this year. Two 
thirds of these are shown to be ele- 
mentary or junior high school pupils. 


If you are tall, thin, married, and 
practically live on vegetables, beware 
the insurance man, as he considers 
you the ‘perfect life insurance risk. 
Statistics from various sources show 
that tall men live longer than short 
men; thin men longer than fat; mar- 
ried men longer than bachelors, and 
vegetarians outlive carnivorous in- 
dividuals. 


In the seven years that the Holland 
Tunnel in New York has been open, 


Published by RUTHRAUFF & RYAN, INC., Advertising [V9 7] Compiled by the MARKETING & RESEARCH STAFF 
The information below, gathered by the Sh. nearly 77 million vehicles, or a dail 
Marketing & Research Staff of Ruth- alti —— 30,488, havepasse dihrough 


. The average toll per vehicle is 54 ; 
pot making the tunnel approx- eae oe 
5 million dollar a year = 


imately a 5 
nf 
. 


operation, 


SSO 
America abroad... There are 429,209 
American citizens who permanently 
make their residence outside of the 
United States. Canada boasts the 
greatest proportion of this number, 
with 248,012 living in that country. 
Other countries with sizable num- 
bers of Americans are: Italy, France, 
Mexico and the Dominican Republic. 


Several thousand sales managers were oe 
recently asked which manufacturers r 
in their opinion have the livest sales 
organizations. It is significant that 
of the first ten, three—Chrysler Cor- 
poration, the H. D. Lee Mercantile 
Company and Lever Brothers Com- 
pany—are Ruthrauff & Ryan clients. 
Combining effective advertising with 
live, aggressive sales divisions, it is 
not surprising that each of these 
organizations is outstanding in its 
field in progress attained in recent 
years. 


The Federal Housing Administra- 
tion, in its survey of housing condi- 
tions in 64 Cities, points out a de- 
cided lack of sanitary facilities in 
urban homes. One out of every ten 
houses in these cities is without run- 
ning water, and one out of four 
has no bathtub or shower. Of the 
1,931,955 residences surveyed, 
seventeen per cent had mechanical 
refrigerators. 


There are Ruthrauff & Ryan Offices 
at 405 Lexington Avenue in NewYork, 
360 North Michigan Avenue in C hi- 
cago, and in Detroit, St. Louis, Kansas 
City, San Francisco, Los Angeles and 
Seattle. 


| 


a ¥ ri 
a _— a 7 _ 
white? | 
ae ] : 
a 4 
ae. ; 
ee a 
| 
; a aa te | 
= | Pires . 
° Seen 
rey. ’ 
ra iy i 
a. 
Rees? 
f i esp = 
—_ | . 
ST ELEY 4 oy a 
_ | b> 
! 4 : = a 
WN ; 7 Ny "4 
— — aes rat 
» . | ene ey eT, 
Ewa | <a g 
+ -. -— € ; 
f) ‘ 
f a ) ' . : 
< : . 
Upad eo eZ 
K a aes 
a <> 
ve Ps 
aoe : 
y Se : 
a 
| | : 
; a ge) ses 
ah os va 
Per . ens , 
| Satie “ts . # 7 | 
YG re <1? >) £3 il So ky at) = Ay ‘ang 
“A _ 4A 7 oF ¢ \. , pS . 
| , \ ° x: BY i omer - » 
PT “ke Secale = {4 7 | 1) : | 
1 | V) en 
& QQ. Mel | : xi 
3 < {4 : . ’ pac 
Sp —— ahs 
| , 
CO s—i‘_CiC*dr 4 a 
ey 
As = , | ’ | 
pe te Ke Dg 
ne ; aa a 
| 
| 4 je o €. €« 4 a 
' | | | 
| .F mS. 
| ee 2 oy 
Ae oO \ 4 
ar. | 2) 4y pk ee 
a a ath i 
rf f y ' tg se 
aaa 
Tae a ee 
| 1! Pe ke ot 
i i a 
. tf eo a E at Fete: 4s 
mes agi rte Sas ae Oy elo PORTE F Raat eee ey ula © Sa i ae FSi, Meper  E eames 3 pe teaiager 2 ogi MRR Nie ON ER oe a AMIN Y om Ms Gr Rte Mee Sok cote i eel fi ae: .. 


“ahi ii po 


18 


ADVERTISING AGE 


ys) > oe id 4 ot oe 
. we a: = ; ae 


ps, Soar 
a 


4 my 


November 17, 1934 


a 


‘Diadeed oO il "TWO MILES OF GAS" 
, Stockholders 
r Made Salesmen 


Chicago, Nov. 15.—Stockholders of 
the Standard Oil Company of In- 
diana are being urged to use word- 
of-mouth advertising and “cards of 
introduction” to boost the sale of 
“live power” gasoline and other 
products of the company, and thus 
increase the size of their dividend 
checks. 

A special message to stockholders 
from T. B. Clifford, manager of the 
Chicago division, points out that 
they can do their share in main- 
taining the demand for Standard 
Oil products. About one-sixth of the 
gasoline sold by Standard Oil in the 
territory serviced by the refinery at 
Whiting, Ind., is sold in Chicago and 
suburbs. 

The constant onslaught of com- 
petitors for this market is cited as 
a reason for special efforts to hold 


NO MONEY DOWN! 
LEE te. TIRES 


se GOR 
A new way of dramatizing the cost 
of slow-starting gasoline which is 
being used in current newspaper 


business. copy for Phillips Petroleum Com- 
The company suggests that a pany. 

stockholder, when in a group of |= —— a 

friends, turn the talk to motoring | ard station service. The stockholder 


and express his satisfaction with 
“live power” performance and Stand- 


is urged to ask a few friends if they 
| are using Standard’s new Superfuel, 


When prospects have to shop around for your brand, 
they are likely to go to the “wrong” dealer and be sold 
something just as good. 


Don’t risk losing those sales. Make it easy for pros- 
pects to locate your authorized retail outlets. List your 
dealers in classified telephone books under your own 
brand name. Then refer to these listings in your na- 
tional advertising. 

Manufacturers and dealers alike testify that “Where 
to Buy It” 
“Where to Buy It” completes the merchandising cir- 
cuit, national advertising, links the dealer 
more closely with the manufacturer. 


checks substitution . . . increases sales. 


“localizes” 


Plan to include “Where to Buy It” Service in your 
1935 advertising and sales budget. For a relatively 


small cost you will increase the effectiveness of your 


and is provided with special cards 
of introduction to be mailed or given 
to friends for presentation to Stand- 
ard stations. The dealer or sales- 
man then mails the card to the 
“Stockholder-Boosters’ Sales” De- 
partment of the company. 

“To any salesman at any Red 
Crown station:” the card reads, 
“this will introduce (name) of (ad- 
dress) who wants LIVE POWER for 
his (her) car. Please give him (her) 
the Standard service that will make 
him (her) really want to return to 
a Red Crown station next time.” 

Following is space for the stock- 
holder’s name and address, with the 
postscript: “Also, please send this 
ecard to the company as evidence 
that I am boosting the best petro- 
leum products on earth.” 


Thompson’s New Post 


W. S. Thompson, formerly with 
G. P. Putnam’s Sons for 17 years, 
has left his more recent post at Dou- 
bleday, Doran & Co., New York, to 
join the Book-of-the-Month Club, Inc., 
as secretary and manager of sales. 


Legler with Agency 


William S. Legler, New York, well 
known for his work on a number of 
national accounts, has joined the 
creative staff of Brooke, Smith & 
French, Inc., Detroit. 


RED STAR COPY 
PLAYS UP NEW 
YEAST FACIALS 


Milwaukee, Wis., Nov. 15.—Stress- 
ing the fact that its yeast is grown 
from grain and contains no harsh in- 
gredients, the Red Star Yeast & Prod- 
ucts Company is successfully mer- 
chandising its yeast for use as a fa- 
cial treatment as well as a health 
product. 

The two appeals enjoy equal recog- 
nition in the firm’s advertising, al- 
though the beauty and facial appeal, 
because of its comparative newness 
and uniqueness, has resulted in much 
favorable publicity, with newspaper 
syndicate beauty experts writing col- 
umns of space declaring yeast facials 
to be beneficial skin treatments. 
Yeast can be used as a beauty pack or 
pore cleanser, the advertising points 
out. 

Red Star’s “Galaxy of Stars” radio 
program, heard every Tuesday, 
Thursday and Saturday at 11 a. m. 
EST over the NBC Red network, is 
the backbone of the promotion, with 


...send him direct to your nearest authorized dealer 


entire campaign, get more results per dollar from your 


total investment. 


AMERICAN TELEPHONE & TELEGRAPH CO., 
195 Broadway, New York (EXchange 3-9800) 
, Chicago (OFFicial 9300) 


311 W. Washington St. 


steel. 
we reed serv 
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Scene’ 


Scent 


folders and window stickers aiding 
at the point of sale. 

Most recent of the dealer aids are 
two types of window stickers jp 
color, measuring 9 by 16 inches, em. 
phasizing the use of Red Star yeagt 
facial for a one-week trial periog. 
Those interested are invited to ask 
the dealer for the free beauty folder 
with complete directions. The firm’s 
15-minute radio program, which ep. 
tered its second year about a month 
ago, is devoted to selling its product 
for both beauty and health. 


Booklets Distributed 


Booklets advertising the health ap. 
peal feature the desirability of pro. 
viding “‘V. B.” in order to enjoy good 
health. “V. B.” represents “Vitality 
Builder,” and these booklets inform 
the reader that “Red Star yeast is an 
ideal ‘V. B.’ grown from grain, and is 
one of nature’s richest sources of 
that precious vital, life-giving Vita. 
min B.” On the other hand, the 
prospective customer who may not 
be interested in beauty is told that 
“overdoing is a great American 
custom,” and advised that he can 
have “fun tonight” and be “on the 
job tomorrow” if he uses “V. B.” 

Tied up with its window posters 
to dealers, which in turn are related 
to the firm’s radio broadcasts, mil- 
lions of these folders have bien dis- 
tributed. So far as is known, the 
company, which has been in businesg 
since 1882, is the only firm to feature 
yeast as a facial. Stress is also 
placed on the fact that two cakes of 
Red Star yeast are equivalent to 
nearly three cakes of other brands, a 
desirable economy feature. Red Star’s 
advertising is handled by N. W. Ayer 
& Son, Inc., Philadelphia. 


Silk Guild’s 
Spring Drive 
Is Announced 


New York, Nov. 15.—Stronger and 
more far-reaching in scope than the 
successful Silk Parade this fall, will 
be the nationwide silk campaign for 
the spring of 1935 announced this 
week by R. D. Jenkins, vice-presi- 
dent of the International Silk Guild. 

Rumors have been current in the 
trade for some time that an inten- 
sive silk promotion for spring would 
follow the guild’s Silk Parade. The 
announcement is being made early 
in order that fabric manufacturers 
producing silk merchandise can be 
ready for the spring demand for 
silk. The guild is preparing to carry 
the quality story of silks for spring 
in a fully-rounded promotion which 
will blanket the country. Details 
will be made public later. 

“We have analyzed the results of 
the Silk Parade with great care,” 
Mr. Jenkins reported. “The wider 
use of silk by Paris sources and the 
marked increase in the percentage 
of silk being used by American de 
signers and manufacturers in Palm 
Beach lines indicate the trend. Re 
tailers are virtually unanimous in 
saying the Silk Parade gave theif 
business marked stimulus and that 
the silk tide is rising in their com- 
munities. We have had a flood of 
inquiries from retailers from all 
parts of the country who are still 
enjoying the beneficial effects of the 
Silk Parade and who want to know 
what we are going to do this spring. 


Join Van Sant, Dugdale 


William B. Wilkinson, Jr., has 
joined the copy staff of Van Sant, 
Dugdale & Co., Ine., Baltimore 
agency. C. M. Buchanan, formerly 
with the Towson, Md., branch of the 
agency, has joined the Baltimore of- 
fice in charge of media and research 


A. U. Pabst Killed 


August Uihelin Pabst, 31, 4 sales 
executive of the Premier-Pabst Cor- 
poration, and son of Fred Pabst: 
vice-president, was killed Nov. I 
near Wheeling, Ill., in a jump from 
a disabled naval airplane. 


Names Bass-Luckoff 


The Edgar A. Murray Company 
Detroit, maker of Doom insecticides, 
has appointed Bass-Luckoff, Inc. 
troit agency, to direct eA eising, 
effective Jan. 1. Trade papers 4n° 


radio will be used. 


- 


Und 
lisin 
exely 
W her 
tach 
Wea 
10 e¢ 
desey 
and 
Bu 
"Ven 
logus 
‘0 po 
"Ven 
prod 
SECT 
Fo 


mod, 


b 


242 


: e. a = , one id ane ; i = pt oes ie $s See Cee, Hy AB ‘ idee wer 3 in ait Ni ay Se F a te La ener ae 2 a % a5 Bie — Se. GENT akg ea a z pe | 
L o Serie) Sy il a a - zs aX ts ae Pe * > . aap 2 ; j wa , % ri wy = Bors ae ste Naeh pln, ie Se a 
, eS a ee ne =" ee oy Tae oS en ae ae j ' 4 ie Oy aye eS aes ea. ie Be Foi ae Ng Cine Be SN Sh a eae hal ‘ s na é im 
a Se Re wae = aq Si tht i pene, , nS ce as . ws x Come ae: Gels ig %, rr dee ee. as J Sea ie vie ays oS ? i ; Be ae 
| re Po Ni 
; - — = Se nen _- 
| | ‘ 
- 
4 | 
re fs 
: = = — 
| t ere ” dad 
| Each Slow Start 
j | 
. | ae 
Moy atten | | 
a le) Dh li Z PS 
: eS" Ea il Ips 
| (33) ===== =| ooo omer \ 
= i y, ’ 
3 i eee y 
ae HSS SEES N 
cient: SE SLTLS Nee E a 
arene SSS Ss SSS BB 
: : omen GET SEL OLF..- NEE comm 1 OO Mae ~cormes 30%, 
Sisal 9 oR " F | 
aa fey ie —— 
7 SMNSTANT STARTI 
<< for I 
a 
sh te 
oe ee 
Ge 
heen? De: 
ie _ 
i fre on - ah: 
A ees ro oF 
z el z : —- SSS = oe === ——— —————————————— Ee Pd 
12 - = iad Seda SS) RNa: 7 ze, Pes hig ee & s st aa : 
Bae ss Re + ey ee or ee < . be 
a ae eee, Ry yy bis 
— — : ies sien j ol “ , oe 
a 4 wy ee ea eS 4 1 Sy Dawid w ary . ae 
aa ae ‘ (x ao : 4 A sae q i 
vor - 4 a . Noe er * 7 
ZA i ote: 4) = eee as 7 . “ha —E > 
Neary Sa a ee ey ‘Oo Mg: ee, $a - Me A RF bls ass ae ne, 1 
bo ila ES eee My, Seer: , i.” ca a et a ane. ba x eee yee ye tee "2 er 
; eM re ears ae Mette to ee gk eee a ee ae ae eae eee 
n ae on ae ea ont F a ea Se dl Ninh og entre ee aaa a 
3 i NS He ee eee oe eee . 
eee os we a ! PS. ma % ap 4 see ¢ OO ey ee 8, f ¥ 
pe aye i 5 < ive % ar econ : <q )) } nee Se aN lig a allie - 
Bo ot one 4o. ee. ee ae: ’ 
Bieciic. Yo he en oa & _— e es ui Aap, ' ages 
att SP. a7hy ae er ey ro al 
ER ae ae Pa ~ * a ‘intaleaaepaiee eee 
eset ane. pie te / grghases eth te SOG ee TEE < aS wa : 
rie ea SE ae ee beta ‘aa es: . : ty oes 
ites 3 ws 2 el Hi le 
tO mn ae ee = Ba Gti + etigeanss eee: < 5 Aaa ees ths 
ia st ”hlU ~~ a lie. is 
Sings) ana ee ae ee te et ee a i ee aie 
; ae ia a ee : S re , ee 5 ee i ieee Be ce =2 od 
= f «(6s Wc * a . ss : ae oe ee pear tee 
“a Se Se ud ee ee ee <a 
ae batd e, yee =. si 7 ; z or 4 _ aa Bia fe na . “ e- -:iaaa er 4 iy 
Ps sae i et) <a we “i a i | } Ne ge it eg : b= =. ae ts oh 
i i a ' be aE : oe ie a Sy, a os ee ae es 
gee Sara? a Be Se ‘ces, fiery ee . & a mete eam eee ; te 
* ae = cae es ise —— Shines es ome 2 a Ve ae ere ye . % ' ae me 
eRe —er — Chl RU - a FL 
SRS Dia, “Fy ee he, ie MI ic AR DEM ee Saat ae % = i ea -3 om 7 
Ee a at) ee, Siege eee oe eo oe id ee i : : ee me * gis Uae 
a a eee ee oe eS oo ee Set A nse G oR hee a 
oe er rg ba fe Stay BA ee as oe ne ere eS hy Foca ee nated Tis ages a 
Ee ay tae oe a a a : ve! —_— Bene... ei a all A. 
ae ee ees & ie Bi ee 
a Se ; So nn 2 _ ee ae Meet ety ae ge pie meare 3 g ee mae ‘ 
re es | et ae a a ae a 
agg + SY See es ewig 4 hii i et Si geicgpemee 8) Aan oe jiiiee, ih So em ementc Ae : 
eer ue SE acs, ete Po Oe. een Bho Sea 8 7. 2 ’ Se SO ae pe te 
me eae a: ty vee kc we | AW Pee ia io ae: tes * ae Bead = : Se bd AB iz 
. be : es ‘ 4 ~ z ‘ 5 tn < Pe ‘, : é s i i az 
= ih i = “ aig Bat! 
S , " Baas 
Sa -— @eoo ww | a am 
See : : * El id a > : re aoe 
py re Se Re a a > Fi ‘ : Fd os 4 
seas ee 4 Le a a ES 
en er ET cog tage genaneae . RRO ache wee age ae 
on one eg a Mga a 4 
te We nae ay ee ae a Re cp me Re, Pe 
es i fe — eee oe Be 
be gah edd i ; 
Ema a 
ea Sire 
poe me fs eae iy 
0 a oe ee 
ae 
Aaa 
fiat ee 
oa : 4 
oe eases croay 
nae NE DIRE 
—— LASSIFIED TELEPHO 
oe. : Scenery 
oe *d) f ee 
- Ee FDO SCALES ; 
; = REG ent-2485 TOL trial weighing 
. Re mont-5493 vee india: precision 
: an ces, _reta 
testing hmv Toledo 
2 sed Scales store | ctall store She 
" Rood Fixtures Berloy 4 island ns 
y . . 
- oe —— = 
SN - = 
ie ies. IT” 
eae a ity 748 «WHERE TO BUY | Cir _ 
ina Pa WAL nut- 9280 
ee es WIC hign-2230 Toledo Seale CO oor wainut st EVE 
fe at nena re Allsteet aren. . .WAR yet 5271 
ES a gia 
me geate Co 215 Are Wa nut-656h | 
a ee eR Trinar arlatent Sele 8 A Os wah ee 
“i <a eae 
ane || 
ee as & 
ee: Sm We 
shai Pat A . ia ~ yaitetie +t, hd Mg ia ea eee ey we 24 chai a : Ae er % cee See ie te Oi ee rm ai, om A PPE Sn 4 a Te ~ ¥ ties % OF is OOF ere, Se SDE RY AA Yee oP ss a7 Be w -BoG ae a % Se Se Aa eS oe ee ~ as leon see os Saree 


November 17, 1934 


ADVERTISING AGE 


19 


——— 


er vreovv 


id 
le 
ill 
or 
is 
si- 
id. 
he 
n- 
Id 
he 
‘ly 
18 
be 
for 
Ty 
ng 
ich 
ils 
of 
e,” 
jer 
the 
ge 
de- 
im 
Re- 
in 
eir 
hat 
om 
of 
all 
till 
the U ° A ~ 
ve nderwood’s Reserve Illustrations are Stock Adver- 
1g.” ising Photographs. We recommend them whenever 
‘\clusive right of publication is not important—and 
le ‘hen economy is. Reserve Illustrations cost only $10 
has tach. Every photograph is covered by model releases. 
ant, \e are always glad to submit a selection on approval 
ore ee ° ° : 
ay ‘0 cover your immediate needs—you just give us a 
the lescription of the subject your advertising calls for, 
= ‘nd the approval selection goes out that night. 
r  f , 
But, fast as the approval service is, you will save 
“en more time by ordering directly from the cata- 
ales logue. The last edition of Reserve Hlustrations was 
Cor: ‘” popular that we have made the new Fifth Edition 
“" “en larger! It contains more than a thousand re- 
\ . 
es broductions—they are larger, too—of a varied cross 
‘ction of the collection. 
For instance, there’s a sports section — smart, 
Modern men and women doing smart, modern 
any: 
ides 
She. sr gee 
“42 W. 55th St. New York + 


~ at 
MA fa 


~ 


S 


things—golf, tennis, swimming, traveling, yachting, 
fishing, hunting. There’s a new section made possi- 
ble since repeal, too—the new generation at its 
cocktail hour. And there are business scenes, human 
interest scenes, portrait heads of men and women, 
children and infants, and food scenes; just to men- 
tion a few. The Underwood collection offers a large 
and varied range of material that will be of tremen- 
dous help to you—not only as a source of fine adver- 
tising photographs at such an extremely 
low price, but also as an idea book. (Only 
former owners of Reserve Illustrations can 
realize the value of having 1000 ideas in 


PESERVE [ILLUSTRATIONS § 
Sth EDITION 


This New 


Photographs for 
ethe *10 Budget” is 
the Biggest Ever 


Offered 


logue in the hands of legitimate users of advertising 
photographs. And, as usual, we will refund the money 
paid for the book with the first Reserve Illustration 
you buy! 

We will, if you prefer, send the catalogue itself on 
approval for ten days to accredited agencies and 
advertisers in this country. Fill out the coupon 
below— mail it to the studio nearest you—and your 
copy will go forward at once. 


yeseeeeeCLIP THE COUPON: «<<222 CLIP THE COUPON «seanee 
UNDERWOOD & UNDERWOOD 
242 W. 55th St., New York, N.Y. + 125 No.Wabash Ave., Chicago, Ill. 


ard 


picture form always available when mak- 
ing layouts!) The Fifth Edition of Reserve 
Illustrations is ready for distribution now. 
As usual we will make a $5 charge for the 
book. We have to do this to keep the cata- 


“= [UNDERWOOD AND UNDERWOOD 


125 N. Wabash Ave., Chicago + 230 E. Alexandrine St., Detroit 


230 East Alexandrine Street, Detroit, Michigan 


(1) Mail us a copy of the Fifth Edition of **Reserve Illustrations,” Fe 
with your invoice for $5, this charge to be refunded as offered....() 4 


(2) Mail the Catalogue on 10 days’ approval..................€ ) 
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Capper Country—those 13 states in the 
midwest where Capper’s Farmer has a concen- 
trated coverage—Illinois, Wisconsin, North 
Dakota, South Dakota, Minnesota, lowa, Ne- 
braska, Kansas, Missouri, Oklahoma, Arkansas, 


Texas, Colorado. 


NSTEAD of a calamity, the blistering 

drought that scourged those productive 
states of the midwest has turned out to be an 
economic rainbow. It showed the AAA how 
over-production and surplus could really be 
cut and the simple law of supply and demand 
is again working toward an increase in the 


How of money to the farm. 


The composite chart above shows that farm 


income goes up when surpluses are below 
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Income 


FARM CASH INCOME COMPARED WITH CARRY-OVERS AND SURPLUSES 


1922-1934 


i 
Billion-Dollars 1922 1923 1924 1925 1926 1927 1928 1929 1930 1931 1932 1933 1934 1935 
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1929 1930 1931 1932 1933 1934 1935 


normal. 


Note that during the eight years 
1922-1930 when surpluses were below average, 
farm cash income ran from nine to eleven billion 
dollars. During the years 1930 to 1934, inclu- 


sive, when surpluses were above average farm 


cash income was greatly reduced. 


Today surpluses have been wiped out—the 
income trend is definitely up. It is reliably 
estimated that with normal crops in 1935 farm 


buying power in that year will equal the average 


of fat years, 1922-1929, inclusive. 


GRAPH LEGEND 


FARM CASH INCOME, based on reports of the 
U. S. Bureau of Agricultural Economics. 1934 
income based on August 27 estimate of Bureau 
of Agricultural Economics. 1935 estimate is 
based on normal production and reduced sur- 
pluses of wheat, cotton, hogs and cattle. 
Long-time records show that prices of other 
farm products react sympathetically to these 
four major items. 

Payments under Agricultural Adjustment Act. 

WHEAT CARRY-OVER. Twelve-year average = 
100. 


COTTON CARRY-OVER. Twelve year average = 
100. 


HOG SURPLUS. Twelve-year average = 100. 
CATTLE SURPLUS. Twelve-year average = 100. 


The farm market is the only market that will 


have a normal income in 1935. 


Of this tremendous income 49% is in Capper 
Country—the 13 rich states where Capper’s 
Farmer does a predominating advertising job. 
You can profitably center your sales and adver- 
tising efforts for 1935 on this market and the 
way to do it most effectively is by concentrating 
the bulk of your advertising appeal in Capper’s 


Farmer. 
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1935 FARM 


WHEAT— CARRY-OVER AND AVERAGE PRICE 
CROP YEARS 1921-1922 TO 1934-35 
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NOTE: 
The average carry-over for crop years 1921-1922 through 1932-1933; 209,309,000 
bushels, or 100. 


The average farm price for crop years 1921-1922 through 1932-1933: 97 cents 
or 100. 


fa 1934-1935 price index is based on prices for three months, July-September, 
1934. 


Crop year begins July Ist and ends June 30th. 


SOURCE: 
Wheat carry-over index based on figures co one annually by the Bureau of 
Agricultural Economics, U. S. Soperrnant Agriculture. 
Carry over in 1934-1935 and 1935-1936, — Drought Situation,’’ U. S. De- 
partment of Agriculture, August 15, 1934 
Price index of prices received by fSecunees, “Crops & Markets,’’ U. S. Depart- 
ment of Agriculture, August 15, 1934. 


The graphs on these two pages illustrate the 
surplus situation on four major farm products. 
Price movements of these products, as a matter 
of a long-time record, exert a sympathetic influ- 


ence over every other farm commodity. 


In nearly every state there are farm sections 
enjoying the greatest prosperity in a decade. 
Some of the farmers are making enough money 
from their crops to pay off their entire invest- 


ments in their farms. 


In Iowa, for instance, the 1934 corn crop, though 
reduced by the drought, will bring more than 
three times the revenue of the 1932 crop, the 


biggest in lowa’s history. 


COTTON CARRY-OVER, PRODUCTION AND AVERAGE PRIC; 


AVERAGE 


NOTE: 


The average production for crop years 1921-1922 through 1932-33: 13,343,009 
bales, or 100. 


The average carry-over for crop years 1921-1922 through 1932-1933: 3,966,009 
bales, or 100. 


The average farm price per Ib. for crop years 1921-1922 through 1932-1933, 
16.7 cents, or 100. 


SOURCE: 


Cotton carry-over, production and prices, based on records of the Bureau of 
Agricultural Economics of the U. S. Department of Agriculture. 


1935-1936 carry-over, based on estimate of the Brookmire Economic Service. 


CROP YEARS 1921-1922 THROUGH 1934 -1935 
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Led by Kansas with an estimated 35.6% increase 
in cash farm income 1934-35 over 1933-34, the 


gains are national. 


Farm gains are more outstanding in the light of 
the fact that while the farmer’s cash income in 
1934 has increased 29% over 1933, his cost of 
living has increased in the same period only 
12%. 
sales in farm shopping areas show a 333% in- 


crease in September over September a year ago. 


Short crops bring a greater return to the farmer 
than bumper crops. It was true in 1890. It was 
true in 1904. It was true in 1911. It was true in 


1916. And will be true in 1935. 


The farmer has money to spend. Retail | 
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Capper’s Farmer territory covers 49 per cent of 
ill farm incomes. It is a farmer’s paper, read 
by farmers for its sincere presentation of farm 
news and facts. It is the opinion molder and 


buying guide of nearly a million farm families. 
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Paul Harmon at 
Austin Club Meet 


Paul Harmon, of Fort 
Texas, newly elected governor of the 
Tenth District, A.F.A., will meet with 
the Austin Advertising Club Thurs- 
day, Nov. 22. 

Officers of the Austin club are Billy 
Wyse, editor of Gossip, president; 
George Atkins, Austin American, 
vice-president; and Frank Cook, Cook 
Printing Company, secretary-treas- 
urer. 


Morrison Joins Epstein 


P. J. Morrison, chief of the press 
division of A Century of Progress, 


| 
| 
| 
! 
} 


Worth, 


Australian Papers 
Run British Copy 
Written Same Day 


New York, Nov. 15.—A couple of 
world’s records for speed in trans- 
mitting advertising copy, as Well as 
flying, fell in connection with the 
recent England-to-Australia air race, 
Canada Dry Ginger Ale, Inc., Ameri- 
can distributor for Johnnie Walker 
products, learned this week. 


The first advertising record for 


‘in Melbourne clear and ready for 
instant reproduction just 15 minutes 
later. The advertisement appeared 
in the newspapers of the Australian 
city that afternoon. 


Another Record Falls 


The second record to fall centered 
directly around the remarkable 
flight of Charles A. Scott and Camp- 
bell Black, winners of the London- 
|to-Melbourne air derby. 
| Scott and Black were 


given a 
letter to agents of Johnnie Walker 
‘in India by Sir Alexander Walker, 
|chairman of the board of the dis- 
|tilling company. The next morn- 


pers. That same evening the flying 
team delivered copy in Singapore 
which was published in Monday’s 
papers. 

Two days later the daring flyers 
set their plane down at Melbourne 
to win the thrilling air race by a 
wide margin, and incidentally to de- 
liver their last piece of copy. 


Picks Gale & Pietsch 


The Belle City Incubator Company, 
Racine, Wis., has placed its account 
with Gale & Pietsch, Inc., Chicago 
agency. 


and before that assistant city editor | 
of the Chicago American, has joined 
the Dade B. Epstein Advertising | 
Agency, Chicago, in charge of all pub- 
licity accounts. 


dispatched 


radio at 7 


NEW YORK, N 


16, when John Walker & Sons, Ltd., 


speed insertion was made on Oct.| ing, Sunday, the latter was delivered 
‘in Allahabad by the aviators and 
lay-out by | appeared in the late editions of the 
a.m. which was received|Lucknow and Allahabad newspa- 


a_ full-page 


KGCR Changes Name 


The call letters of station KGCR, 
Watertown, S. Dak., have _ been 
changed to KWTN. 


Best Response 
in Ten Years 


Davis Advertising Manager 
Cites“ Remarkable Reeord” 


Other Advertisers Profit 


Ten Out of Ten Surveys 
Show Actual Sales Results 


GLOUCESTER, MAss., Nov. 1—“I have 
never seen a magazine pull orders the way 
The Literary Digest is pulling for us,” 
says John A. Smith, Jr., advertising man- 
ager of the Frank E. Davis Fish Company 
here. “During the past ten years we 
haven’t been able to find a magazine in 
which we could profitably advertise more 
frequently than three times a year. This 
makes our Digest record (fifteen adver- 
tisements in the past 22 months) all the 
more remarkable.” 

Additional evidence of the new Digest’s 
remarkable ability to produce sales 
through dealers, or direct, appears on all 
sides. Ten surveys on behalf of Digest ad- 
vertisers have been conducted recently by 
an impartial advertising agency. In every 
case it has been shown that readers who 
respond to Digest advertising (and they 
are legion) eventually buy the product ad- 
vertised in amazingly large numbers. 


Figures Worth Thinking About 


Among other things it was found that 
35.4°° of men who respond to Wright 
Arch Preserver Shoe advertising in The 
Digest eventually purchase one or more 
pairs of Arch Preserver Shoes at a retail 
price of $8.50 to $10.00. For the New Eng- 
land Council $3,520 worth of Digest ad- 
vertising sold $919,142 worth of New 
England vacations. A survey for the Arm- 
strong Cork Company proved conclusively 
that the Digest’s influence is as strong 
among women as among men, The Digest 
producing 61 sales of $55.45 each for every 
100 inquiries from housewives, and 84 
sales of $135.23 each for every 100 in- 
quiries from business and professional 
men, 

To advertisers and agencies with re- 
sults to show in 1935, these figures are 
worth more than a passing thought. Com- 
plete copies of the ten result surveys are 
available on request. 


NEWS-STAND INTEREST GROWS 


rer 
CARTON SOOREE NK 
Lente atin. a Tet 
See | 


Striking new covers, printed on coated 
stock, as are all 4-color forms throughout 
the book, are bringing The Literary Digest 
increased news-stand display and interest 


Tuesday’s News in 
Thursday’s Digest 


Run Stopped. Book Remade 
to Cover Assassination 


NEW YorK, Nov. 1.—When The Liter- 
ary Digest appeared on the stands Octo- 
ber 11 with a full page story on the as- 
sassination October 9 of King Alexander 
and French Foreign Minister Barthou, it 
marked up a record for quick dissemina- 
tion of news never before approached by 
a national magazine. 

To accomplish the feat, which was a 
striking illustration of The Digest’s 
change from a review publication to a 
news weekly, the run was stopped Tues- 
day afternoon, one page remade, and the 
book delivered as usual on Thursday in 
the East, and Friday in territories farther 
West. 


73% of 10.000.000 Telephone 
Subscribers Read 5 Weeklies 


14% of Weekly Readers 
Read Only The Digest 


Thermometer Test Used 


Telephone Best Measure 
of Real Buying Power 


NEw YORK, Nov. 1.—Figures made pub- 
lic to-day in The Literary Digest survey 
of telephone subscribers indicate that the 
five great national weeklies have a virtual 
strangle hold on the powerful ‘“‘telephone 
market.” Percentages based on thousands 
of returns show that 75.% of the 10,000,- 
000 telephone subscribers in the United 
States read one or more of the 5 leading 
national weeklies. 

Of the telephone subscribers who prefer 
weeklies, 14% mention no weekly except 
The Digest. 


Importance of the Market 


Many advertising men consider the tele- 
phone the only adequate measure of buy- 
ing power. Native white families, income 
tax returns, and other pet research classi- 
fications, leave much to be desired as yard- 
sticks of market worth. On the other hand, 
the 10,000,000 families who pay an annual 
telephone bill of $1,000,000,000 are bound 
to have a reasonable income; they are 
people whose broad interests demand a 
means of quick communication; they are 
obviously the best prospects for nearly all 
advertised products or services. 

The Digest used their famous Poll 
method to survey the telephone market, a 
method whose results have proven infal- 
libly correct time after time. The instru- 
ment was a Thermometer Card, mailed 
with no identification save the address of 
an individual engaged in research. The 
card registered the four preferred maga- 
zines and the degree of interest in each. 

To summarize, literally hundreds of 
magazines reach the telephone market, 
but an advertiser can economically reach 
the best part of it by using the five lead- 
ing weeklies. Of the five weeklies The 
Literary Digest received the second larg- 
est number of mentions, the greatest num- 
ber of exclusive mentions, and the greatest 


number of “preference” votes. 


ADVERTISING IN 
FARM PAPERS UP 
23% IN OCTOBER 


Chicago, Nov. 15.—Lineage ip. 
creases in the farm press, which have 
been exceptionally large for the past 
few months, continued substantial in 
October, ADVERTISING AGE’S analysis 
of figures for 50 farm papers meas- 
ured by National Advertising Ree. 
ords shows. 

These 50 editions of monthly, semi- 
monthly and bi-weekly farm papers 
measured by National Advertising 
Records carried 548,798 lines of ad- 
vertising, exclusive of baby chick, 
livestock and classified, in October, 
compared with 445,505 lines during 
the same month of 1933. This is an 
increase of 103,293 lines for the 
group, or approximately 23.2 per cent 

Detailed figures for the publica- 
tions measured are given in the fol- 
lowing table. The lineage totals do 
not include baby chick, livestock and 
classified advertising. 


Monthlies 
1934 1933 
Country Gentlemen.... 25,341 23,372 
Progressive Farmer and 
Southern Ruralist: 
Carolina-Virginia 
ee eee 18,720 12,265 
Georgia-Alabama 
errr 17,663 10,675 
Texas Edition....... 16,813 10,972 
Kentucky-Tennessee 
PUNTO 3 5c a a 8eem 16,015 10,168 
Mississippi Valley 
NS a 5 ck a awe 15,358 11,220 
AY WAIiONs ..cccess 13,826 8,158 


Average 5 Editions... 16,914 11,060 
Capper’s Farmer....... 16,406 19,412 
Successful Farming.... 14,195 16,775 
California Citrograph.. 12,391 9,451 
Country Home .......-; 9,922 12,378 
Southern Agriculturist. 9,628 6,715 
Western Farm Life..... 5,432 4,045 
Southern Planter...... 5,119 3.651 
Parm Journal ......<.. 4,828 3,990 
Wyoming Stockman- 

IN Soc ace bay 64/8 8 3,795 2,971 


Breeder's Gazette 


Bureau Farmer ....... 

Semi-Monthlies 
Oklahoma Farmer- 

BtGOCMMGn «vcissisces 14,517 9,646 
Parm @& Ranch........ 13,212 10,700 
Montana Farmer ...... 10,992 7,870 
Arizona Producer ..... 8,044 6,361 
RICH PMCMOSP bc cs cece 7,939 5,317 
Hoard’s Dairyman 7,810 8,108 
Missouri Farmer . 5,809 6,059 
Arkansas Farmer ..... 4,726 3,716 


Bi-Weeklies 
Farmer and Farm, Stock 
and Home: 
Minnesota Edition... 
Dakotas-Montana 


RCE. gas Gana es 13,379 9,539 
Local Edition ....... 8,011 1,946 
Wallace’s Farmer and 
Iowa Homestead..... 19,242 20,825 
California Cultivator... 15,938 11,207 
Nebraska Farmer...... 15,770 12,748 
Zone Advertising.... 7,25 2,56 


,254 
Average 6 Editions... 16,478 
Prairie Farmer: 


Illinois Edition...... 15,597 10,681 
Indiana Edition...... 11,008 9,196 

American Agriculturist 13,801 11,433 
Local Zone Advertis- 

A oe eae 1,572 2,441 
Washington Farmer... 12,742 12,381 
Pennsylvania Farmer.. 12,701 6,424 
Idaho Farmer ......... 11,647 9,078 
Wisconsin Agriculturist 

and Farmer... .....<. 10,986 11,559 
Michigan Farmer ..... 10,725 4,969 
Rural New-Yorker .... 10,390 8,618 
Oregon Farmer ....... 10,306 11,286 
Oregon Farmer ....... 10,306 11,235 
Missouri Ruralist...... 8,282 9,004 
New England Home- , 

ERM ear Wades 638 8,047 8,196 
Kansas Farmer (Mail & re 

eS ars 7,552 8,148 
Dakota Farmer ....... 6,806 9,06 
Indiana Farmers Guide 6,723 6,495 

Weeklies 
Weekly Kansas City 

Star: 2 

1Kansas Edition..... 23,246 19,007 

1Missouri Edition 22,700 17,39% 

1Arkansas-Oklahoma a 

SOs 22,111 16,571 
*Pacific Rural Press... 20,045 22,38! 
*Capper’s Weekly ..... 12,142 7,01 
Semi-Weekly Farm 

News: 

*Friday Edition...... 8,805 rite 

®Tuesday Edition .... 7,682 9,524 
SPairymen’s League 

News 3,452 2,38 


I1Five issues in 1934, four in 1933 
“Four issues in both years. 
SFive issues in both years. 


Exhibits Art Work 


Johnny Yuhasz, artist, is exhibiting 
a group of his commercial art ane 
magazine illustrations at the Duran! 
Hotel, Flint, Mich., this week. The 
exhibit will be moved to Detroit 10! 


another showing next month. 
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EXHIBITS AGAIN 
BIG FEATURE OF 
INSURANCE MEET 


Mutual Companies Pick Ohio 
Man as President 


Savannah, Ga., Nov. 15.—L. H.| 
Jones, advertising manager, Lumber- 


men's Mutual Insurance Company, 
Mansfield, O., was elected president 
of the Mutual Advertising Conference 
at the final session of the fourth an- 
nual meeting here today. Mr. Jones 
succeeds Walter E. Jackson, advertis- 
ing manager, Grain Dealers’ Mutual 
Fire Insurance Company, of Indian- 
apolis. Des Moines was selected for 
the 1935 meeting. 

With all forms of insurance now 
peing advertised more heavily than 
ever before in the history of the busi- 
ness, it was not surprising to find 
that the exhibit which featured the 
meeting of the Mutual Advertising 
Conference was the largest and most 
omprehensive ever held by the or- 
ganization. Quality of mutual ad- 
vertising has been stepped up, the 
exhibit indicated. 

The exhibit was divided into two 
parts, one being devoted to farm mu- 
tuals, the other to general mutuals. 
The Federal Hardware & Implement 
Mutuals, Indianapolis, was awarded 
first prize in the general exhibit, 
second and third places going to the 
Lumbermen’s Mutual Casualty Com- 
pany, Chicago, and the Hardware 
Mutual Casualty Company, Stevens 
Point, Wis., respectively. 

In Section 1, the award for the 
best newspaper advertising went to 
the State Mutual Cyclone Insurance 
Company, Lapeer, Mich.; in Section 
2, fire, to the Mill Owners Mutual Fire 
Insurance Company, Des Moines; and 
in section 8, casualty, to the Employ- 
ers Mutual, Des Moines, Ia. 


Other Awards 


In the magazine and trade paper 
soup, awards went to the Central 
Manufacturers’ Mutual Insurance 
Company, Van Wert, O., in the fire 
‘eld; and to the American Mutual 
Liability Insurance Company, Bos- 

i, in the casualty group. 

The exhibits indicated a rising tide 

interest in the employment of 

lor, not only in consumer and trade 
advertising, but in mailing pieces de- 
signed to give information or pro- 
‘ide stimulation for the companies’ 
wn sales organizations. Blotters 
vere exhibited for the first time, in- 
(icating that they are coming into 
wide use after a period of innocuous 
lesuetude, 

An address by Frank Davis, adver- 
sing manager of the Utica Mutual 
lusurance Company, Utica, N. Y., was 
‘Dpraised as one of the most impor- 
ant ever heard by the organization. 
Mr. Davis offered a model advertising 
tlan for small companies, which has 
‘een taken under advisement. 


New Officers 


‘rominent insurance buyer of Savan- 


‘ized insurance advertising freely, 
QQcating the type of appeal which 


ressed him, as a buyer. 

: ident Jones will be assisted by 
‘ie following staff during the coming 
vice-president, Paul Parkinson, 
vare Mutual Casualty Company, 
S Point, Wis.; secretary, Car] 
mmett, American Mutual Lia- 
Company, Boston; executive 


ickson, retiring president, ex- 

D. F. Raihle, Federal Hard- 
nd Implement Mutuals, Minne- 
‘Dolis; W. CG. Sampson, Employers 
ml ial Liability, Wausau, Wis.; and 
fe other two officers. 


rds, Fred W. Lahr, Indiana Mu- | 
Msurance Company, Indianapo- | 
program, Len K. Sharp, Mill! 


The talk of Stephen N. Harris, | 


tah, also struck a new note in in-| 
‘trance advertising. Mr. Harris crit- | 


ttee, Mr. Parkinson, chairman; | 


esident Jones appointed the fol- | 
‘Wing committee chairman to ar- 
sige tor the 1935 convention: pub- 
‘ity, Frank M. Davis, Utica Mutual 
fi ince Company, Utica, N. Y.; 
1Wa 


pany, Des Moines; exh 
Raihle. 


Carlisle Promoted ; 
Riesenfeld 


William Carlisle has 


the New York office. 


by Mr. Carlisle. 


| Angeles office. 


Owners Mutual Fire Insur 


pointed Eastern advertising manager 
of Macfadden Women’s Group, New 
York, and will have headquarters in 


John Riesenfeld, associated with 
the publishing unit the past three 
years, has been assigned to the New 
England territory formerly covered 


Joins L. A. Office 

P. O. Narveson, formerly with Dan 
B. Miner Company, Los Angeles, has 
| joined Ruthrauff & Ryan, 


mits, wr | Ae N. A. Offers 
Standard Form 
For Agency Pay 


Shifted 


been ap-| 


New York, Nov. 15.—To give force 
to its recommendation that “the ad- 
vertiser and agent make arrange-| Provision may apply to forwarding 
ments for agency compensation that 
are mutually agreeable to both,” the 
agency compensation study ofthe 
Association of National Advertisers, 
released this week, includes a sug-|the contract: 
gested standard form of contract. “The term ‘net cost’ under this 
agreement means the exact amount 
the agency credits the third party 


The contract may be made to fit 
the needs of any advertiser by de- 
Inc. Los leting any portion he does not de-| with whom it deals, 


sire to apply. The contract pro- 


| 
| 


cost of any advertisement or a flat 
fee, as the advertiser elects. 
Provision is also made for pay- 
ment ef a percentage 
cost of art work, printed matter, 
radio talemt and other advertising 
adjuncts, or a flat fee. 


of plates, postage, etc. 
provisions may be stricken out if 
the advertiser wishes, 

Net cost is defined as follows by 


Any of these 


that is, the 


The same 


tative.” 


Rising to Bundscho 


Paul E. Rising, at one time head 
of the Rising-Hammond Company, 
advertising typographer, Los Angeles, 
and more recently art director for 
Philip J. Meany Advertising Agency, 
has joined the sales and service de- 
partment of J. M. Bundscho, 
gross card rate bess any and all dis-| Chicago typographer. 


vides for payment to the agency of|counts. The advertiser shall be en- 
any desired percentage of the net/| titled to deduct the cash discount al- 
lowable to the agency by each owner 
of an advertising medium only when 
the advertiser shall have paid the 
of the net | #sency within the time when the 
agency, in turn, would have been 
entitled to claim this cash discount 
from the owner of an advertising 
medium or his authorized represen- 


Inc., 


California had tl 


the Progressive. 


Bee, the Fresno 
Bee, 

Although San 

supporting Merr 
these important 
California chose 


papers. 


New York 


ing newspaper support 
important center 
and Modesto. In these three cities the 
McClatchy New 
Haight —the Progressive. The results 
show the influence of the Sacramento 


THE STORY OF 


he Three BEES 


and CALIFORNIA'S ELECTION 


A. Dramatic Demonstration of 


THE CANDIDATES 


iree candidates for gov- 


ernor — Merriam, the incumbent; Sin- 
clair, With his EPIC Plan; and Haight, 


Merriam had outstand- 
except in three 
s; Sacramento, Fresno 


spapers supported 


Bee, and the Modesto 


Francisco newspapers, 
iam, attempt to cover 
outside areas, Interior 
to follow the advice 


and leadership they have grown to know 
and trust—that of the McClatchy News- 


ADVERTISING RESULTS 


Just as the people of California’s Great Interior Market were swayed 
by the editorial advice of the three Bees; so are they sold merchandise 
and service advertised in these newspapers. 
means reader interest. 
ments are read and believed! 


Interior California has a population of over 900,000 people, whose pur- 
chases amount to 32.6% of all retail sales in Northern California. Write 
for a copy of “The Northern California Market,’ which describes in 
detail the sales possibilities of the entire Northern California market. 


O'MARA & ORMSBEE, INC. 


National Representatives 


Detroit 
Los Angeles 


McCLATCHY NEWSPAPERS 


SACRAMENTO BEE 


Chicago 


And that means simply this: Your advertise- 
Circulation figures show that you can 
cover this rich market with the three Bees, with their total circulation 
of 105,000. Scattered circulation of outside metropolitan newspapers 
in this territory is completely inadequate. 


Reader Confidence 
cd 


ELECTION RETURNS 
1,088,996; Sinclair —845,844; 
Haight—-292,307; this is how the state 
voted. But in the counties where the 
three Bees are published—here is how 
the people voted: Haight—44,184; Mer- 
riam—40,610; Sinclair—-36,354. 


Merriam 


In the state as a whole Haight polled 

13% of the votes cast; in San Francisco 
County 10%; and in Los Angeles County 
10%. 
But in Sacramento County 34% of the 
people voted for Haight; and in Stanis- 
laus and Fresno Counties Haight led 
both of the other candidates with a total 
otf 38% of the vote. 


Editorial acceptance 


San Francisco 


FRESNO BEE 


COMMENTS! 


“SAN FRANCISCO, Nov. 8.—( United 
Press)-——Haight, who ran as a Progres- 
sive-Commonwealth ‘Middle of the Road’ 
candidate, showed surprising strength, 
particularly in the inner valleys, where 
the strong McClatchy Newspapers con- 
ducted vigorous campaigns in his be- 
half.” 

Before the election, in referring to the 
Literary Digest Poll, Chester Rowell, 
editor of the San Francisco Chronicle, 
said: “Acting Governor Frank F. Mer- 
riam received a majority of votes in all 
sections of the state except around 
Fresno, Modesto and Sacramento. 


“Haight’s fine showing in the valleys 
was due to the influence of the Mc- 
Clatchy Newspapers, which are support- 
ing his candidacy.” 


MODESTO BEE 
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Nelson to L. & T. 


Names M. Glen Miller New ‘Open Hand’ 
Advertising of General Scientific C. E. Nelson, advertising manager m 
Corporation, Chicago, maker of Q.R.S. of the Hat Corporation of America P ] St t d b 
neon signs, Lumotron vacuum prod-| for the past year, and previous to| O Icy ar ce y 


ucts, and Graf cameras and lenses,| that vice-president of Calkins & 


has been placed with M. Glen Miller,| Holden, has joined the New York Kellogg Company 


Chicago agency. staff of Lord & Thomas. 


Cincinnati, O., Nov. 14.—Innumer- 
able advertisers have cautioned read- 
ers to be sure to ask for their pro- 
duct by name when they entered the 
local food, drug or what-have-you 
}emporium in search of merchandise 
of one kind or another, but it ap- 
parently remained for the Kellogg 
Company to urge Mrs. Consumer to} 
substitute a symbol for the spoken 
word. 

“Just raise your hand—it’s the buy- | 
word for Kellogg’s whole wheat bis- | 
cuits,” large size newspaper copy | 
here advised last week. Grocers were | 
‘offering a special on the product, the | 


text explained, and as soon as the 
proper signal was given, the grocer 
would do the rest. 

Pictured was a hand, in the palm 
~ * ee ; : 
ver 1Sin | of which appeared the figure 5, call- 
ing attention to a list of five quali- 

ties possessed by the biscuit. 


reve nue GAIN | Setveuans Rw Song 


The Emm-an-Cee Company, Chicago 


| packer of Italian foods, will soon put 
or ecem er a new type of vegetable soup on the 


market, under the M. & C. trademark. 


Simple stories of life's 


are making millions of 
housewives magazine 
readers for the first time 
.+. extending the adver- 
tiser’s opportunity for 
economical, selective, 
magazine-type coverage. 


A GELLETTE PUBLICATION 
| for the 


RETAIL WINE AND LIQUOR PURVEYORS 


In response to a definite demand, we present the newest member of the Gillette 
family--Wine and Liquor PROFITS. This new publication is designed for and dedi- 
cated to the retail wine and liquor purveyors in the United States. | 


As the publishers of Mida’s Criterion (established in 1884) we are fortunate in 
heing able to provide a valuable background of experience and knowledge of the 
field behind this new publication. Our surveys have shown the retailers are waiting 
for it--they need it--they want it, and they have told us so in no uncertain terms. 
We have constructed Wine and Liquor PROFITS around their expressed desires —it | 
will be their business paper. 


Wine and Liquor Profits enters the field with all the resources. experience and 
knowledge of the Gillette Company at its command, to fulfill its destiny as a trusted 
and efficient servant of reader and advertiser alike. 


To raise the standards and standing of Wine and Liquor retailing and thus 
build up the confidence of the public in the wine and liquor industry of today—is 
the prime purpose of Wine and Liquor Profits. . . . It naturally follows that adver- 
tisers will seeure a new and valuable means of reaching the ear of the retail mar- 
ket, through this publication: going. as it does, direct to the retailer, talking his lan- 
guage and seeing his problems from his viewpoint. 


Wine and Liquor Profits will reach almost every purveyor in the nation. doing 
a sufficient volume of business in Wine and Liquor to be properly identified as a 
substantial factor in the business. Our list of 25,000 retailers will represent not less 
than 8007 of the retail sales of the entire industry. probably more. 


. . . . . - ~* . ia hl . 

Wine and Liquor Profits will have a page size 5144x734. The type page is 

11, x 614, direet reductions from 7x 10 plates fit this type page perfeetly. The first 
issue will be published in January, 1935. 


Phe economies of the pocket size allow for exceptionally low rates for a guar- 
anteed 25,000 cireulation. The black and white page rate for national advertising on 
a 12-page contract is only $180.00 (subject to change without notice). 


We set out last June to analyze and classify this tremendous new mar- 
ket. in order to assemble a Grade A audience for WINE AND LIQUOR 
PROFITS. The results of this investigation and valuable merchandising 
data “oN presented in “The Key to Wine and Liquor Profits.” Write for 
il today, 


‘ 


The Gillette Company 


100 West Madison St. 120 Lexington Ave. 
Chicago. IHlinois New York, N. Y. 


— 


Getti 
etting Fersona 

Ham Warren, National Carbon a. m.; Bill Taylor, Mathes, and 
Jess Barnes, Outdoor Advertising, traveled to the Jersey wilds on 
one of their famous hunting trips over the week-end, netting, as usual, 
a big bag of pheasant and rabbit. Upholding the prestige established 
last year, when he bagged a pheasant without the aid of gunpowder, 
Ham shot a three-legged rabbit. The oddity will be mounted. 

Joe Busk and Dave Kepner, the R. & R. Nimrods, did not do so 
well, returning from Peconic Bay with one duck apiece. The re. 
mainder of the wagonload of ducks were not so foolhardy as to come 
within range. 

Morgan Reichner, BBDO writer, outdistanced 49 ducks, thereby im- 
proving the standing of the eastern division of his organization. With 
good foresight, he posed for a picture with the featured trophies. 

Something new in books, a pictorial record of a filly from the age 
of three days to one vear, has been published by Farrar & Rinehart 
under the title, “Jinny, the Story of a Filly.” Bert Clark Thayer, the 
photographer, is the author, and, to assure Jinny her rightful place in 


the advertising family, it should be mentioned that Dave Randall, Jr., 
Lorenzen & Thompson representative, is her owner. 


Johnnie W, owned by Carleton Palmer, Squibb president, was the 
only horse identified with advertising to reap fame at the Internationa] 
Horse Show. He drew firsts in the two events in which he was 
entered, the skyscraper and rocket classes. 

Maitland Jones, B. & B. writer, has returned, cool, collected and 
happy, from his honeymoon in Bermuda. . . A huge delegation from 
R. & R. will attend the Yale-Princeton game Saturday, bringing with 
them their own commentator in the person of Barry Ryan, an out- 
standing Yale lineman during three of his college years. : 

Bob Herts (A. F.-G. L.) has been named chairman of the advertis- 
ing committee of the Henry Street Visiting Nurse Fund. . . . Ed 
Kornhauser, Doehler a. m., has ended his fling at suburban life on Long 
Island. He, Mrs. K., and one-year old Michael, are happy to resume 
the quiet life of Manhattan. 


Lucius Beebe, Herald Tribune columnist, points out A. K. Mills 
(BBDO) as the greatest getter arounder in the white tie advertising 
set. . . The same authority says Lester Cudahay, of Literary Digest, 
is shopping a super-luxury automobile trailer, complete with four 
berths, shower, kitchen and bar. 

Telephone calls and personally-delivered congratulations poured 
in on Leo Williams, Retailing a. m., when a “Williams” at Leo’s busi- 
ness address was listed as a sweepstakes winner. However, the lucky 
Williams was a namesake in the proofreading department. 

After three weeks of private rehearsals in front of a mirror, Bob 
Misch (A. F.-G. L.) delivered his maiden speech Wednesday to the ad 
vertising class of the New York Times. He discussed national adver- 
tising. . . Major Ralph K. Strassman, vacationing in Florida, is be- 
ing interviewed by leading newspapers in that state on why and how 
Florida should advertise. 

Jules Martell, the “ad man” whose suggestions for shoving the de- 
pression along have been treated at length in the press, is not an ad 
vertising man, though his firm, Jules Martell et Cie, jewelers, adver- 
tises. 

Robert B. Gile, Minneapolis direct-mail expert, is conducting a 
popular course in that subject for the extension division of the Uni- 
versity of Minnesota. . . Thomas Moodie, just elected governor of 
North Dakota, was a reporter on the New Orleans Times-Picayune 
from 1919 to 1921. 

Al Clifton, of the Warner Clifton agency, San Francisco, has 
started a six months’ trip around the world. . . Speaking of seeing 
the world and such, James R. P. Nason, of Kelly, Nason & Roosevelt, 
the Grace Line agency, was recently in Central and South America 
supervising the taking of color photos for the campaign. Henry Clay 
Gipson made the pictures, which included some very cute models. 

David E. Cox, Boston engraver, bought his second lottery ticket 
on the Irish sweepstakes and collected 100 pounds as a “consolation 
prize.” He admits that he’s consoled. . . Bob Bassler, former pro- 
motion man for the Cincinnati Times-Star, is back in advertising after 
several weeks as the guest of the famous Mayo Brothers in Rochester, 
Minn. 

Olive Parker, Chicago expert on college advertising, is also the 
city’s Woman chess champion, winning the honors in a contest at the 
Congress Hotel sponsored by the National Chess Association. . . Roy 
V. Wright, managing editor of Railway Age, has been elected a mem- 
ber of the board of freeholders of Essex county, N. J. 

William R. Stewart, Chicago advertising man, announced the ar- 
rival of his second child, William Robert, Jr., in the form of a standard 
rate card which gave all the vital information in the best 4 A’s style. 
The only exception was under “Circulation,” which was reported 
merely as “good.” . 

Frank Duggan, account executive at Frederick & Mitchell, Chi- 
cago agency, has unsuspected talents. He will be end man in a min- 
strel show to be given in his home town, Glen Ellyn, 111. 

The late Young E. Allison, famous Kentucky editor, was honored 
at Henderson a few weeks ago when a bronze table commemorating 
his work was unveiled at the public library by Young E. Allison IV, 
fourteen years old. 

Friends of Ward C. Mayborn, for several years business man- 
ager of the Baltimore News. will be interested to know that this 
popular Hearst executive is now holding a similar position with the 
Omaha Bee-News. He is no stranger to the trans-Mississippi coun- 
try. 

Some two-dollar words were flying around the meeting of Chi- 
cago Post 170, American Legion, this week. Col. Robert P. Robinson, 
of Lord & Thomas, making his annual Armistice Day speech, referred 
to “adumbration.” Henry L. Slamin, George McDevitt Company, 
post commander, immediately countered with “raconteur.” Thurlow 
W. Brewer, The New Yorker, was presented with a past commander § 
medal. 

A. E. Aveyard, former executive vice-president of Lord & Thomas, 
plans to spend the winter in Mexico City. Mr. Aveyard had sent for 
the literature on one of those round-the-world cruises, but Mrs. Ave 
yard dislikes water travel so much that he abandoned the idea. 


Friends of Jack Riley, western manager for Metropolitan Sunday 
Newspapers, attribute his success in part to the fact that he is the 
unforgotten man. His iron gray hair and other characteristics make 
him so distinguished in appearance that once met, he is always 
remembered. 
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BROADCASTS FROM SHIP 


—_— 


GALA BROADCAST FROM ILE DE 
OVER COLUMBIA BROADCASTING SYSTEM TONIGHT) 
OPENS NATIONAL CHEESE 
WEEK WITH NEWS THAT 
NOW EVERYBODY CAN EN- 
JOY THE CHEESE OF KINGS 


GAINS - GAINS - GAINS - GAINS - GAINS - GAINS - GAINS 


The Reading, Pa., Times is 


st 


Be... in the United States in TOTAL 


now YOU CAN SERVE GENUINE ROQUEFORT 
FOR ONLY S CENTS PER PERSON 


ADVERTISING GAINS among all 
weekday newspapers, morning 
and evening, except the Hearst 


consolidated Baltimore News 
GW Post. 


Three-column newspaper copy 
which appeared in leading cities 
last week to announce a program 
direct from the lle de France in- 
augurating National Cheese Week. 


Wiskusls Deww 
Conference Is 


Set for Dec. 6 


Washington, D. C., Nov. 15.—Under 
the sponsorship of the Federal Trade 
(Commission, a trade practice confer- | 
ence for the wholesale drug industry 
will be held at the Congress Hotel, | 
(hieago, Dee. 6. Col. Charles H. 
arch will be in charge. | 
The conference is being called at 


The Reading, Pa., Times is 


- GAINS - GAINS - GAINS - GAINS - GAINS - GAINS - GAINS 


‘ SS RII + 
the request of the National Whole- 


sale Druggists’ Association, members 
{ which are said to account for 75 
per cent of the total wholesale busi- 
ness in this line. 
The purpose of the conference is | 
eclared to be elimination of certain 
ufair methods of competition and | 

ie abuses of which there has been | 

plaint, including such practices as | 
seret rebates, misbranding, price 
lisvtimination, false invoicing, sub- 
titution of products without author- | 
tyand others. 


among all weekday morning 
newspapers in the United 
States in RETAIL LINAGE car- 
ried the first ten months of 1934. 


Phelan’s New Work 


J. C. Phelan, resigned from the 
‘ational Tea Company, Chicago, has | 
‘eh appointed general sales manager | 


BPS compnn. Suu Sac Phen | The Reading 5 Pa., Times is 


1 is formerly with the Kroger organ- | 
2 2 


tion, Cincinnati. 


Named Vice-Presidents | 
_Storey M. Larkin and William F. 
vgley have been appointed vice- | 
esidents of Sidener, Van Riper & | 
y \eeling, Inc., Indianapolis agency. | 

: 


' Jhsas among all weekday morning 
CONVENTION —_ P . 

é yin hah newspapers in the United 
ei | States in TOTAL VOLUME of ad- 
: vertising carried the first ten 
; EXHIBITS | months of 1934. 

: CHEE Nn SPO (Authority: MEDIA RECORDS) 


The Reading Times 


A John H. Perry Newspaper 


NATIONAL REPRESENTATIVES 
E. KATZ SPECIAL ADVERTISING AGENCY 
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SEEK TO SETTLE 
ARGUMENT OVER 
FIXING PRICES 


Wisconsin Groups Unite to 
Insure Early Action 


Madison, Wis., Nov. 15.—-Wiscon- 
sin’s gasoline and milk troubles are 
expected to reach an immediate cli- 
max following the temporary injunc- 
tion granted the Wadhams Oil Com- 
pany, Milwaukee, by Judge A. C. 
Hoppmann Nov. 9. Arrangements are 
being made in the attorney general’s 
office here for a conference of all 
lawyers representing the Standard 
Oil Company of Indiana and Wad- 
hams in the injunction proceedings 
now pending in the courts. 


Demand Quick Action 


Demands from gasoline companies 
in Milwaukee and Madison are that 
some solution be reached as soon as 
possible and the conference will be 


=— 


1,988 


the 


;}partment of 
kets, 


|for the purpose of deciding the 
|method of 
/immediate results. 


procedure for obtaining 
R. M. Orchard, counsel for the De- 
Agriculture and Mar- 
desires an immediate circuit 
court trial of the main action in the 
Wadhams case to determine whether 
a permanent injunction may issue 
from the circuit court. The attorney 
general's office would like, if possible, 
to place the matter immediately be- 
fore the supreme court. 


The initial question which must be 
decided is whether, under the stat- 
utes, the temporary restraining order, 
which has been issued in the Wad- 
hams case, is an appealable order. If 
it is not, it is possible that an origi- 
nal action will be begun in the su- 
preme court. 


Price Fixing An Issue 


There are numerous phases of im- 
portance in the case and the attor- 
ney general’s office would like to ask 
that the supreme court set the ques- 
tion for immediate argument, and if 
possible hand down a decision in De- 
| cember. 
| Among the questions at issue are 
whether the Department of Agricul- 
ture and Markets exceeded its power 
in issuing a price fixing order, and 
if it did have powers to issue such an 


}order, whether the sliding schedule 


first ten 


92 
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that was laid down in the order is | 
valid. 
The injunction granted the Waa- | 


hams company was followed by a |8@soline 


statement from the department as- | 
serting that it will refuse from now 
on to enter into price wars raging | 
throughout the state, and will await | 
legal settlement of its price fixing 
powers. 

Judge Hoppmann’s decision to 
grant the injunction was based on 
what attorneys termed “an acciden- 
tal injunction.” The department of 
agriculture and markets, seeking to 
restrain the Standard Oil Company 
trom asking an injunction against it 
in the federal courts, had obtained a 
restraining order from Judge A. G. 
Zimmerman prohibiting such action. | 


Prices Hit Bottom 


“If the Standard Oil Company is 
entitled to the protection of the in- 
terlocutory injunctional order as 
against the operation of the general 
order, then no reason is perceived 
why the Wadhams Oil Company is 
not entitled to the same protection,” 


| Judge Hoppmann declared, referring 


to the restraint placed upon the de- 
partment in the Standard Oil case. 
“If this court should now in the 
case at bar deny the motion for an in- 
terlocutory order, it would result in 


|the anomaly of this court entertain- 
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requests were made for one booklet alone. 


ing two diametrically opposite orders 
of identically the same set of facts.” 
On the heels of the court decision 
prices in Dane county 
dropped to a new low with low test 
selling at 11.4 cents and high and 
ethyl at 14.5 cents per gallon. In 
Milwaukee county major oil compa- 
nies indicated that no immediate 
price slashes were contemplated. 


Benton & Bowles Add 
Three Soap Products 


Benton & Bowles, Inc., New York, 
has been appointed by Colgate-Palm- 
olive-Peet Company, Jersey City, N. J., 
to direct advertising of Colgate’s rib- 
bon dental cream, Colgate’s rapid 
shave cream and Maison Jeurelle. 

In connection with service on these 
products, the agency has taken over 
direction of the “Colgate House 


| Party,” a half-hour program broad- 


cast Monday evenings over an NBC- 
WEAF network. 


Prize Home Models in 
New York Display 


Before and after photographs of 
remodeled homes which received 
awards in the contest conducted by 
Better Homes & Gardens, New York, 
have been placed on public exhibition 
for two weeks at Architects Samples 


Corporation, 101 Park Ave., New 
York. 
— ———- - —$—$____—_—__— —$—$———————————————__ | 


requests for promotion booklets listed as shown 
above were forwarded on to advertisers during 
months of this year. 


1 request was made for a booklet last listed in our 


April, 1931 issue. 


21 


requests were made for booklets last listed in 1931, 


1932 and 1933 issues. 


All of which speaks rather eloquently for non-display material 
of an editorial nature. 


And if this journal isn’t filed away and used as a reference vears 


Yet 


537 So. Dearborn Street 


after publication, how explain some of those requests? 


this is only one of the merchandising assistances which give 


your sales department something into which it can bite its 
teeth if you’re an advertiser in 


HOSPITAL MANAGEMENT 


Member A.B.C. and A.B.P. 


Illinois 


Chicago, 


WISCONSIN GROUP 
CONSIDERS PLAN 
TO UPHOLD RATE 


Milwaukee, Wis., Nov. 15.—Folloy. 
ing an address by John T. Fitzgerald 
president of the Newspaper Repre. 
sentatives Association of Chicago, the 
Wisconsin Daily Newspaper League 
meeting here Tuesday, decided to 
take a mail vote among members op 
a proposed plan to prevent nationa] 
advertisers from securing the loca! 
rate. 

While Mr. Fitzgerald repeated the 
warning recently addressed to the 
| Newspaper Advertising Executives 
| Association, he brought some fresh 
ammunition to the Wisconsin gather. 
ing. An advertising agent handling 
a shoe account and who was solicited 
by a newspaper representative was 
quoted as follows: 

“IT have your letter regarding the 
Blank broadcasts via radio and your 
query as to whether there is a pos. 
sibility of newspaper advertising on 
Blank shoes as well. 

“Frankly, it is impossible to inter. 
est this advertiser in newspaper 
copy, owing to the local and na. 
tional rate situations that prevail 
generally among newspapers. In 
other words, the Blank Shoe Com. 
pany, like all others, is aware that 
newspapers will take national copy 
from a local dealer whose credit is 
very poor and give this Iocal outlet 
a special rate which he will not ex. 
| tend to the advertiser who places his 
business through an_ advertising 
agency. 

“The result is that shoe advertisers 
usually prepare a complete newspa- 
per advertising campaign, send mats 
or plates to one of their local dealers, 
| have this dealer order the space, and 
|thus obtain the local rate. The 
| then reim- 


|; manufacturer, of course, 
burses the local dealer. 

“In our case, we have found it 
/necessary to go to other media in 
|order to avoid a situation of this 
kind. There is no question in our 
| minds that a properly planned and 
| executed newspaper campaign would 
|be at least as productive as our 
| radio broadcasts, but under the cir 
cumstances, it is not worth our while, 
| or any agency’s, to spend much time 
{in trying to develop a national news: 
paper campaign for a shoe manufac 
turer.” 


A.N.A. on National 
Copy, Local Rates 

| New York, Nov. 15.—Of the total 
| amount of money spent for national 
| advertising only 22.58 per cent goes 
into discount and partly discount me- 
diums, according to the agency com 
pensation study of the Association 
of National Advertisers. 

“It is safe to estimate that at least 

| 30 per cent of what is called local 
newspaper advertising is national ad: 
vertising,” said this report, “regard 
| less of the fact that a lower adver 
| tising rate is usually paid. 

“It is estimated that street car ad 
vertising is about 85 per cent na 
tional; that about 30 per cent of local 
radio is in reality national advertis 
ing, and that about 80 per cent of 
window and counter display advel 
tising is national. Probably SU pe 
cent or better of premium advertisiné 
is national advertising.” 


| 


| 
| 


Dollin Has New Firm 

Edgar N. Dollin, former president 
of the Allied and Acme Die Casting 
Corporation, has formed the Dollin 


Corporation, Irvington, N. J.. U ers 

- ‘ Se a ‘ 1e 
over the die casting divisions ©) '*" 
American Type Founders Compan. 


J 


me m- 


and the Lionel Corporation 
Cowen and Mario Caruso alt 
bers of the new company. 


Pushes New Product 
The Tobacco By-Products & Ch 
ical Corporation, Louisville, KY. be 
introducing a new product known ® 
“Dri-Nic” for use in poultry Tee" 
to protect birds against interna: pe* 
sites. Placed by Campbell-San! * 
Advertising Company, Clevelan' 
copy will start Jan. lina largt 
feed papers. 
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November 17, 1934 ADVERTISING AGE 29 
‘ tying up their advertising to their | ned goods, cereals, coffee, desserts, Station WMCA With ABS hour programs over 12 stations on 
f t dealers’ stores by using classified tele- | soap, automobiles, electrical devices,| Jn the advertisement of Edward |‘t2¢ Columbia-Don Lee network to 
n Oo r m a l '@) n phone directories. Includes a com-| refrigerators, rugs, radios, etc. Petry & Co. on page 3 of the Nov. 10 ne gat ae = Rte ye — 
plete description of this service, how a issue of ADVERTISING anc mincemeat. Mcvann-Erickson, 


for Advertisers 


The following documents may be | 


secured without charge by any 
pational advertiser or advertising 
agency from the companies sponsor- 


ing them, or through ADVERTISING 
AGE. 
No. 646. Route List of Portland Re- 


tail Druggists. 


The Portland Oregonian has just 
jssued @ new and complete route list 
of retail druggists in Portland, Ore., 
which should prove of value to na- 
tional advertisers and agencies desir- 
ing to contact this group of Portland 
retailers. 


No. 622. Circulation Facts. 


An excellently prepared detailed 
analysis of the circulation distribu- 
tion of the Oklahoman and Times, 
showing the location of the readers 
of this publication and also of the 
sunday Oklahoman. Also contains 
much data on the market and its 
buying habits. 


No. 548. For Modern Business . . 
Printers . . . Lithographers. 


A very well prepared portfolio 
showing the various mill brand 
papers of International Paper Com- 
pany. Especially interesting be- 
cause it contains a wide variety of 
printed specimens, together with a 
number of suggestions of value to 
printers, advertisers, etc. 


No. 634. Two Hundred Thousand 
Fingerprints. 


A booklet giving the results of an 
examination by fingerprint experts of 
32 copies of Time taken from sub- 
sribers’ homes. Presents the story 
of “cover-to-cover readership” in 
uique and convincing fashion. 


No. 656. High Spots from a Nation- 
Wide Survey of Daytime Radio 
Hours. 


A brief folder giving preliminary 
tults of a survey conducted for 
‘ational Broadcasting Company by 
the Market Research Corporation of 
America on the use of radio during 
le daytime. 


No. 612. There’s a Turn to Color in 
Magazine Advertising. 


A fascinating contrivance that 
points out the value of color in ad- 
vertising, and especially in Cosmo- 
politan, through the medium of a 
‘urntable,” upon which college pen- 
lants, national flags, etc., are de- 
jicted, as well as the products, in 
lors, of leading advertisers. 


No, 601. Liberty. 


An interesting folder developed by 
Liberty Magazine which contains a 
‘py of the publication together with 
trief material and charts describing 


lilerty’s gains in advertising 
revenue. 


No. 613. “Where They Buy.” 


An unusually comprehensive study 
‘the distribution of retail sales in 
‘he United States paralleled by a 
‘udy of the circulation of women’s 
hagazines. The study details the per- 
‘Milage and volume of retail sales 
‘1a number of lines by counties, ac- 
nding to the size of their largest 
“ties ; by shopping areas, according 
‘the size of their shopping centers; 
‘ad by counties, according to their 
isuming ability. Attractively pre- 
“tted, this volume, replete with 
‘arts and graphs, should prove of 
ilue to advertisers and agencies, 


Publiche ; 
‘lished by Woman’s Home Com- 
Danin» 


ae & de 


Modern Mimeograph. 


Au attractive folder of samples of 
Me Mimeograph paper, product 


Consolidated Water Power & 
ast Company. Also a folder on 
“odern Form, another product. of 

‘company. 


\ case history detailing the ex- 


‘“Clences of national advertisers who 
“dVe 


Making a Hard Game Easy. 


solved the problem of closely | 


advertising may be spotted in areas 
most desirable to cover, etc. Pub- 
lished by American Telephone & 
Telegraph Company. 


No. 566. Relative Influence of Men 
and Women in the Purchase of 12 
Commodities. 


It has long been contended that 
regardless of the sex of the person 
actually making a purchase, family 
buying is influenced by two or more 
members. In this survey, Redbook 
shows the relative importance of 
men and women in the purchase of 
many specific products, such as can- 


Appoints Law Firm 

The Proprietary Association has 
retained Rogers, Ramsay and Hoge, 
New York corporation lawyers as 
legal counsel for the association, 
which include manufacturers of more 
than 80 per cent of the package drugs 
produced in the country. 


Alka-Seltzer Expands 


Dr. Miles Laboratories, Elkhart, 
Ind., maker of Alka-Seltzer, which 
confines its advertising effort on this 
product to car cards and radio, has 


expanded its street car advertising to 
its double-size | 


17 cities, in which 
cards will be used. 


—— 


AGE, Station 
WMCA, New York, was listed as af- 
filiated with the Columbia Broadcast- 
ing System. This was an error. The 
station’s affiliation is with the Amer- 
ican Broadcasting System. 


Store Uses 16 Pages 
The Jones Store Company, Kansas 
City, Mo., department store, used an 
entire 16-page section in the Journal 
Post on Founders’ Day, Nov. 8. The 
front and back pages were in four 
colors. 


Bordon Uses Radio 
The Bordon’s Dairy Delivery Com- 
pany, San Francisco, is using halt- 


Inc., San Francisco, is the agency. 


First ABS Commercial 

The first commercial broadcast on 
the American Broadcasting System 
was heard Nov. 16 at 9:55 p. m., EST, 
when the Adam Hat Company pre- 
sented a ringside description of the 
Rosenbloom-Olin fight at Madison 
Square Garden, New York. 


“Radio Art’ Independent 

Reports that control of Radio Art 
has been taken over by Ross Federal 
Service, research organization, are 
unfounded, it is announced by 


Charles R. Tighe, founder and owner 
lof the publication. 


In Mid-December, POWER creates a dramatic selling 
background designed to accelerate power equipment 


buying. 


There are four sections. Judge for yourself their appeal 


to your buyers: 


1. POWER'S EQUIPMENT SURVEY. A presenta- 
tion proving to power executives that half of industry's 
power equipment is obsolete, a sound basis for planning 
immediate power plant modernization. Extra circulation 
to 600 executives in addition to the regular 23,000 


subscribers. 


2. A.S.M.E. REPORTS. The ''meat" of all power 
engineering papers given at the December convention; 
extremely vital engineering information to power engi- 


neers. 


3. POWER SHOW REPORT. A lively interpreta- 
tion of ''flesh-and-blood'' equipment developments ex- 


hibited at the Show. 
4. NEW EQUIPMENT REVIEW. An organized 


presentation of every new equipment development de- 


scribed in POWER during 1934. 


will save this section for reference. 


Equipment buyers 


These are four "brass-tack'' editorial features to which 
you can fasten an effective selling message. 


First forms—December 5. Publication—December 17. 


330 W. 42nd St. 


OWER 


POWER 


New 


York, 


N. Y. 
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Gets Molasses Account 

Advertising of Molaska Products, 
Inc., maker of dry molasses products, 
has been placed with Campbell-San- 
ford Advertising Company, Cleveland. 
A campaign in farm papers is start- 
ing. 


“IN CONFERENCE" WITH 6000 AUTOMOTIVe 
ENGINEERS, EXECUTIVES 


Published by the 


Society of Automotive Engineers 
Incorporated 


29 West 39th St., New York 


“There are several things 
in Nation’s Business this 
month that appeal to me. 
I congratulate you upon the 
good job you are doing.” 


L. A. DOWNS, 


President 


Illinois Central 
System 
Chicago 


MR. DOWNS, a sub- 
scriber since 1926, is one of 
the 31,050 executives who 
receive Nation’s Business 
because of membership in 
the United States Cham- 
ber of Commerce. The 
membership subscribers, 
originally the only sub- 
scribers, now constitute 
12°, of the total net paid 
circulation of 253,227. 


Genuine 


TYPED LETTERS 


(Hooven Automatic) 


TA N Kf Mail Advertising 


Service 


Booklet, ** Brass Knuckles,’’ Free to Executives 
b, Pa. ATiantic 1290 


817 Fifth Ave., Pittsbur 


3,396,309 
100°, 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young 
women. 

The only effective 
system for covering the 
Economics field thoroughly. 


Ho 


STANDARD 
PRODUCTS 


and economical 
Home 


HOMEMAKERS EDUCATIONALSERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


e PHOTOSTATS - 


RIGHT the 
FIRST TIME! 


KAPID COPY SERVICE 


{Vanderbilt 3-3680 
New York lFor All Branches 


Cleveland: Main 9335 


{State 6013-4 
[State 5980-1 


Chicago 


| 
| 


CIRCULATIONS OF CIRCULATION TREND 


Comparing tae your 1954 (of thie study) 
wits he peers 1900 eet 1900 (of thie etedy) 


MA A INES SHOW | “STU Eros 
The Siztecs ‘Mgeciare jimereece Decrease | Increase tne 
G l | [mene ee a | 


protect its market. More _ specific- 
ally, the campaign warns against an | 
undermining of the morale of the 


| retail trade by offerings of Japanese 
| vacuum 


bottles at low prices. By 


| warning against foreign substitutions 


and making consumers conscious of 


| | URtt Bates (late per page per ~ Gee) 3.8 3. } j oe A - = . I “d “Ty a 
Bene f = 7 | the rea! meaning of the word “Ther- 
i ——-= | =. »» | | mos,” the advertiser is protecting it- 
| Orton teas Recemtans Salee “9 3 self against both imports and domes- 
| SA Rome pgm tic manufactures that coast along 
| re. - T e ae w : 
| ae a a under the registered trade mark. 
eit fetes (ite per peer per «7 ey _ 
H | mot pase civeuseeien > t “8 a Instances have been known of 
WSS an a es cep l0n, Nevsetant Sales we. Pa wholesalers billing vacuum bottles of 
ther tans Mewovtand Soleo ae i | | other makes as “Thermos” and it is 
| A N A Stud $a § Sa | =| |more or less common for retail 
' 7 ' Sroee lmtes . T 10.8 T 3 s 7 
Boerne -— ., | | clerks, ignorant or careless of the 
= =e ny . r pre e P 
| wet pare cirwusation | a2 | a | | fact that all vacuum bottles and jugs 
New York, Nov. 15.—-While the lesctens Sales me | “| | are not “Thermos,” to show. other 
— . nm oer ee: Sales  y.3 5.8 Ba 
fourth edition of “The Annual Anal-| | oes  oaeees { |makes when the customer asks to 
* an Tit pera, Moothiies | own ” 
ysis of Circulations of 16 Magazines, —— — | | see a “Thermos” bottle. 
P . . . ‘ ' , oryts oryss ‘ 
published by the Association of Na- mit mee (fete per pam per - Maw) 8.6 | a When the “’Tis Thermos or 'Tisn’t 
tional Advertisers, Inc., reveals trends oh ecbneto ne | a neat | Thermos” theme was adopted in 


' the 


| tion. 


riod 


| sented in such form as to afford maxi- | 
| mum convenience for quick reference. | 


| decline in newsstand sales, 


| in circulations of some of the maga- 


| lishers, 
| in averages when quoting circulation 


Mecestans Saice pr o4 
reversing the “circulation depres-| SSS 
sion,” the recapitulation shows that | . , 
newsstand sales, in general, have 
continued to decline during the past | 
year. 

Where other factors are concerned, 
the improvement is readily apparent, 
trends indicated in last year’s 
study being more pronounced. Circu- 
lations, other than newsstand sales, 
continue to increase, offsetting the | 


Circulation and rate trends of 16 
magazines, comparing 1934 with 
1930, and 1934 with 1933. Copy- 
righted by Association of National 
Advertisers. 


leader 
cent. 


the 
per 


an advance, 
gain of 15.1 
8.4 per cent. 


showing a 


The one lost 
| 


The group sponsoring the study) The 16 publications analyzed have | 
stated that the rate structure has not! made 29 rate reductions and 19 rate | 
only been maintained against the increases since 1929. In the same 
downward trend, but in some 1M-| period there have been 17 circulation 
stances, rates have been increased, guarantee and circulation base re- 
and the trend seems to be toward) quetions and 14 circulation guarantee 
further increases. and circulation base increases. These 

There has also been circulated figures reveal most strikingly the 
with the report a word of caution swing upward toward prosperity. 
against confusing “prosperity circu- 
lation” with quality circulation. It ae games 
is pointed out that the two terms 
may or may not be synonymous in 


the instance of a particular publica- 


The new work is the first to give 
a detailed analysis and comparative 
analysis circulations over a_pe- 
The period ex- 
1929, to July 1, 


PUBLIC AGAINST. 
FOREIGN GOODS 


Moves to Emphasize Mean- 


of 
five vears. 
tends from July 1, 
1934, the indicated year being the 
first six months of that year, plus 
the last six months of the year pre- 
ceding. 

The six women's magazines, five 
weeklies and five general monthly 
publications studied are Delineator, 
Housekeeping, Ladies’ Home 
Journal, McCall's, Pictorial Review 
and Woman's Home Companion: 
Collier's, Liberty, Literary Digest, 
Saturday Evening Post and Time; 
and Magazine, Cosmopoli- 
tan, National Geographic, Red Book 


of 


Good 

New York, Nov. 15.—-Starting with | 
a full page this week in the Saturday 
Evening Post and to be tollowed by 
copy in Good Housekeeping, The | 
American Thermos Bottle Company, | 
Norwich, Conn., revived the 


American 
has 


and True Story. theme of its advertising started 11 | 
The popularity of the A.N.A. circu. | Years ago. 

lation studies among space buyers, as In 1923, W hen the present owners 

well as members. has influenced the | acquired the company and a new 

committee in charge to act favorably | Personnel took charge, the “'Tis or 


‘Tisn’t campaign was launched to 
notify the public that there is only 
one “Thermos” bottle and to end sub- 
stitutions. This theme was used for | 
several years, following which Amer- 


on suggestions that the data be pre- 


Instead of issuing three folders coy- | 
ering the three groups studied, one 


book was made of the new edition.| !can Thermos Bottle advertising be- 
Other new features are a complete | San to feature the product only, | 
index of group headings, two com-| Plans for the new campaign are | 
parative percentage tables and the| elastic. A skeleton schedule of ten 
-use of colors to identify divisions| Publications has been set up but 
-| readily. The cost of the study and| copy has actually been placed with 
/summary to non-members is $5. but two. The flexibility extends also 
A feature of the study of impor-| to the duration of the campaign, 
tance to the committee is the change according to James W. Neil,  vice- 


president in charge of sales and ad-| 


zines from month to month, and, in) Vertising. The Gotham Advertising | 
many instances, wide spreads be-| Company is handling the campaign. | 
tween corresponding months. By reviving the campaign, th e| 
company is asserting itself in sev- 

Discuss Fluctuations eral ways. There is both knowing 

“Due to the decided fluctuations in| 24 unwitting substitution of other 


vacuum bottles for “Thermos” bot- 
tles at the point of sale. There is a 
tariff uncertainty involved and in this 
|;new effort the company is implying 
an urge to its American customers | 
to keep clear of foreign goods and | 
Wait to see what action the Ameri- 
can Thermos Bottle Company will 
take. 


circulations throughout the year, pub- 
with a few exceptions, deal 


to the advertiser,” the report states. 
“The publisher makes an effort to 
keep these averages above the rate 
base of his publication. Where these | 
decided fluctuations of circulations 
occur, advertisers may sometimes 
find themselves running copy in is- 
sues considerably below the rate 


Aimed at Importations 


Pages and half pages in a number 
of trade papers preceded the Post 
advertisement this week. <A fact of 
extreme importance is the adminis- | 
tration’s failure to give the company | 
ke the glassware industry, which is | 


base.” 

In the supplementary analysis, it | 
is noted that four out of six women’s 
magazines gained in net paid adver- 
tising lineage in 1934 over 1933, the 


biggest gain being 10.3 per cent. The| working under a code, any indica- | 

greatest loss was three per cent. | tion of its intentions concerning | 
All of the five weeklies made gains tariffs. 

during this period, the increases| Whatever attitude is taken, the) 

ranging from 0.3 per cent to 53.1 per | company is prepared with a plan, | 

cent. ; but in the meantime, its consumer | 


All but one of the monthlies scored | campaign serves notice that it will | 


| brought 


| mer who asks for a “Thermos” 
' uct, is liable. 


ing of Trade Mark = 


1923 the chief offender was German 
goods. The bottles come through 
customs legally, but once on the 


| American market, the loose applica- 


tion of the word “Thermos” has ena- 
bled them to cash in on the nation- 
ally advertised name. Since Hitler’s 
persecution of the Jews, the two or 
three importers who 
in the German merchandise 
are now being supplied by Japanese 
makers. 


Booklet Explains Situation 


A booklet issued in 1929 when the 
“Tis ‘Tisn’t”” campaign had 
tapered off explains that the company 
in its early days licensed other man- 
ufacturers to make vacuum flasks 
under its basic patents and others 
pending, but never to use the name, 
“Thermos.” It pointed out that any 


or 


| dealer who uses the name in adver- 


tising or conversation to describe a 
bottle of another manufacturer, or 
who sells another product to a custo- 


The revived campaign will not be 


exactly the same in copy as that 
started in 19238, according to Mr. 
Neil. The purpose however, is much 


the same. 

This week’s advertisement pointed 
out that during 1934 a large number 
of vacuum bottles of foreign manu- 
facture have been offered in the 


United States and that some have 


prod- | 


— 


REPEATS WARNING 


is Thermos Or Tisnt Thermce 
Written I! Years Ago 
.. Vow More Significant Phan Ever 
i 
meres | Se 


i 


ee 
FURTHERMORE 204 ths © of 
Thermos bev 


Oe PG et ome Bettie Go at Normwen = 
/ 
/ THE ONLY 
/ 


THERMO 


A warning that first appeared || 
years ago returned to the adver. 
tising theater this week when 
Thermos used magazine space to 
caution against confusing its prod. 
uct with cheaper importations, 


formerly | 


actually been labelled, “Thermos,” 
direct infringement. 

It was decided not to illustrate the 
/ new series. Instead an outline shows 
in the background. In _ succeeding 
advertisements, this will become 
little more pronounced until finally 
the trade mark will show. 


Sales Tax Spreads 
to Connecticut 

The Connecticut Special Tax Com- 
mission, in a report to Gov. Cross 
'recommends enactment of a state tax 
on all retail sales, in the nature of 
an emergency levy for four years. 

Sales of gasoline, beer, wines 
| liquor, tobacco, water, gas, and ele 
tricity would be included in the tax 
A special tax of two mills per ciga 
ette is suggested. 


Tasty-Lax Appoints 
Advertising of the  Blackston 
Products Company, New York, make! 
of Tasty-Lax, has been placed wit! 
Redfield - Coupe, Ine., New York 
| agency. 


3rd in INDUSTRIAL 


PAYROLLS 


with... 


$77,938,638 


While Summit County (Akron) ranks 5th in popule- 


This amount is greatl 


[Eee erent i 


— 


least 10°. 


" AKRON 


tion in Ohio it is 3d in Industrial payrolls, and 2nd 
in per capita industrial payroll, according to Indus- 
trial Commission report for 1933. 


y augmented by a host of other 


payrolls of businesses and professions. 


Business in the Akron territory has been pro 
gressively better since 1933. The industrial payrol 
for 1934 will show an improvement over 1933 of at 


BEACON JOURNAL 


Member A. B. C.—A. N. P. A. 


Major Market Newspapers, Inc: 


Represented by Story, Brooks & Finley 
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Announcing ... 


VVVVVOUVOOIQONOONON OOOO VNIOO QO QOD OOO ROO QUOOQQNOQOOVQQQ0VY 


SPIRAL BINDING 


JHOVOOOVOVVVONOO OO DODDDVVONVODOVODV000VO000000000000000000C 


: ron 
iy 
ut 
o 
on N keeping with its established policy of 
on rendering a constantly improved service 

National Advertising Records is glad to 

announce that in the future the issues of 
; the 20th of each month will appear in the 

new spiral binding. 

Subscribers will appreciate the advan- 

tages of this smart new method of binding, 
oe not only as an improvement in appearance 
2nd but more particularly as an added conven- 
- ience in the every day use of the Records. 
ther 
n° : The Advertising Record Co.,|nc. 
syrell 43 E. Ohio St. 330 W. 40nd St. 
of at Chicago New York is 


DRE SS Se i“ nh OT ee Bg Se omy a es aes Ae eo ae et she | ri 7 a STi tee ee ee Pan? Bal G8. Se a" ari _ ee ee “ie. a ee x a: eee mn oS See Oa ee ee A) eet er OS = wy". om - i a” eo. es 4d 
* Mi i ale a ie ‘ 7. : fy ree ’ 5s eds toe, ee 5 - Fei ee 
, 3 : “< g . a> 4 ao . j ef. ¢: ; 
sha) = Soar eae © | ‘ 3 : <P he i Pee 4 ee : : Fs Ny em B * . fe Wt oe ei 3 na ? i i 2 
hag. x Pike ary sae nas: ee sir o sds Oe RG Rete agile et OP a Ber ahe” pee 3 1S he : WV Wtehhe jam ie Ps, akg 
Ree, re UP: eg es ee ee ey t x. oa ae ae ati : ‘ oe : A eee ee f° meh : ; fo . Be: Saene 
Cad Mee PMB, My . 
. ; * ees 
“ Tite 
‘ a 
_- x se > 
i e a ; dh 
: ie * 
a ° 
, 
an 
> a 
| : 
; ‘ 
aah * 
‘ . See 
AAFP AP AL PALA AA PSP)» >_>) ~~~ >) +2») > >) PA PP db pt ded ed edd ed ed eb ed ee ee ue 
. eae a 
Fleet a 
en a ead 
in 
watt agers 
- ~ My 
ae 
| aE iy 
aes b 
n Sv, aeeeeee 
er 
aoe ig ast ie 
<) aN ree oe: ee ae 
ee 
- eae 
ae) 2a! !S & @ & GG @ @ 2 4 @ 4 @ 22 @ 4 @ 4 4 GG 4 42'2 6 24 2 GG 2 @ 6 & 4 & 22 2242. OD 2 ea 
| bo SAN + 
a | i ¥ 
. "* Ais 25 b . 
gee is 
} A ik 
Shen a « 
ix. ¥ 
ea ae 
2: 
mS 
= 
ie 
= eee 
. eS = 
we 
i 2 
ae 
ee 
a 
ml 
acto 
Ee. 
a oa 
“tee 
oa 
ae 
ee 
pe: 
aa. : 
oe ey 
= 
== Ss me 
C—O Sa e— es 
a —— Ce Bs Saat a. & oe oe : 2 
—— K 
——— eee - ta 
; - 4, i + 7 $i ie 
ae : = a hey ss, 
7 ; . ne =e 
e * Wy z — ee oa, 
i i crak: ee eee. 
: as NE ey re 
s Bs. i 7 Pied - 
See : cS . Et < Bin, the rw 
rs ; : a; = all in 
— ‘ at 7 tL" 
: en ot 7 
. 
a : . . 7 elt «. _ 
é * ie ee, : 7 
ee ay eae 
hay ee 
nc. aren 
gs ae 
Repke oe 
~y Ket ec 
Tail : See 
re a 
AB 2 > ae 
“<tit wee 4. ate 
SR ae, 
Bis ae , 
i CD 
Se ae 
ist pee 
«Sai Cape aera 
a } bo 3 ? ‘ 7 z { . . - “ ; ye al 8 ae Boilie co eee Set re ‘alg Peat wa pea. b; « — eet 
is ta ; "y? . * 7 ies oR ie oF ie iy vagy aT ape lal Go Sines haga A ge eae Sate 6k gut Ne a te Lae bor Sia SEES, t Oy Oba wey apse ERS hs’ 
EP ab Se oa among = oe eet in PES Rs eaeaN es reins = Be are, Ska MCE AR Seay oe UR ee 5 AMIR CHING gro ae ts Nase ke ey Sy Fis ecw iz? PRE en aS in Ure he J oteaaaer nea Ss oa, hae on a PUN bsg sk Te awe fe 
7 aha 1S SPE Ae Yencch MEM oo gle ote pe a> Ce Og VeRO OS ESE ee ge aint ae” SRPMS TEL re 8" oh Se ie OU) ACN Cae geht at iy, = ae Ni Eile apes eae ete Ces Career ps get ca Bis Bie 3 Yay a ; ee , Le ee ae aes ie dae, Tes a 


32 


ADVERTISING AGE 


November 17, 1934§ Nov 
—_—— 


TURTLE-HARE 
FABLE BASIS 


OF BANK COPY 


New York, Nov 
alive, Mr. A. E. 
fatigable 
known 


15. 
Aesop, 
moralizer and 
author of the 


It he 
the 


the 


plaud the apt use of the turtle-hare 
fable by the Savings Banks of Man- 
hattan, Bronx, and Westchester in 
the current newspaper 
ment in their cooperative campaign. 
The insertion suggests that even 
persons of speculative instinct are 
glad to have the feeling of safety 
found in depositing money with mu- 
tual savings banks. 

The message to be delivered was 
not one that can be told easily in 
a graceful way. But by utilizing 
the fable of the hare and the turtle, 
letting each one represent a gen- 
eral group of persons an effective 
presentation of the idea was made. 

The illustration in the advertise- 
ment shows the “turtle” and the 
“hare” meeting at the mutual sav- 
ings bank window. 

“Fancy meeting you here!” the 
copy reads “Mr. Get-there-quick 
and Mr. Get-there-sure agree at last. 
You'll see them both these days at 
the mutual savings bank window. 
There’s a good reason. Experience 
has shown that high interest means 
little without safety. The mutual 
savings banks of New York State 
pay back 100 cents on the dollar, 
plus reasonable interest, year in, 
year out. 
savings bank = strength 
MUTUAL nature. They 
ated for the benefit 
There are no_ stockholders. 
record proves the wisdom 
mutual savings bank idea.” 

So satisfied with the advertise- 
ment were banks joining in the co- 
operative advertising that they or- 


is their 
are oper- 
of depositors. 
Their 
of the 


were | 
inde- 
well- | 
popular | 
Aesop's Fables, would no doubt ap- 


advertise- 


The keystone of mutual | 


AESOP COMES BACK 


2” 


“Fancy meeting 
you here!” 


SAVINGS BAKE 


s— THE SAVINGS BANKS 
 Mowharion Aron: cmd @ csichenter 


Unusual advertisement used by 
New York savings banks to point 
a rather delicate moral. 


dered five-foot reproductions made 
for display in their institutions. 
Throughout the campaign, it has 
been the custom for the banks to 
tie up with the newspaper adver- 
tisements with poster reprints of 
about 12 by 2320 inches. 

There are two big stories con- 
cerned with these banks which the 
advertising attempts to tell. One is 
essentially historical. It treats of 
the 100 years in which mutual sav- 
ings banks have been in business, 
constantly expanding and proving 
the fundamental soundness of their 
plan. 

The other is that of good returns, 
accompanied by safety. At present, 
the rates are such that even per- 
sons of speculative turn of mind ap- 
preciate that mutual savings banks 
afford them one of the best invest- 
ments. Newell-Emmett Company, 


Inc., is the agency. 


To Show Packaging 

The Exhibition Galleries of Dart- 
mouth College, Hanover, N. H., will 
be the scene of a comprehensive ex- 
hibit of American packaging early 
in January. Entries, labeled with the 
name of the designer and producer, 
should be addressed to Robert Arm- 
strong Andrews, curator, by Jan. 1. 


ERY . 


PRICE - 


No man can compare the pub- 
lications of the brewing industry 7 
without sensing the editorial x 
leadership of MODERN BREW. 
. the leadership which 
has created an unparalleled fol- ‘ 
lowing for both its editorial and 


- advertising pages. 


(B-724) 


205 E. 42nd St., New York City. 


333 N. Michigan Ave., Chicago 


THE NATIONAL BREWERY MAGAZINE 


SUCCESS ON AIR, 
PERFUMER TRIES. 


OTHER MEDIUMS 


Bourjois Nears Completion 
of Unique Test 


New York, Nov. 15.—After hanging 
/up a record as one of the most suc- 
‘cessful perfumery advertisers on the 
‘air, Bourjois Sales Corporation this 
fall has switched to other mediums in 
\a test to determine which is best tor 
perfume, and specifically, “Evening 
in Paris” perfume. It has no radio 
campaign whatever. 

The same amount of money is be- 
ing spent as a year ago, so that when 
results are in, some time after the 
first of the year a fairly accurate 
comparison of radio against publica- 
tions can be made. Lord & Thomas 
are handling the account. 

On the air, Bourjois “Evening in 
Paris” has been, it is said, the most 
successful of all perfumes advertised 
by radio. This is reflected in the fact 
that it is the only one which has 
used this medium so consistently. The 
change, a representative of the or- 
ganization stated, is not because radio 
was not successful, nor because the 
company disbelieves in radio adver- 
tising. 

On the contrary, sales figures show 
that the company’s use of radio was 
‘decidedly successful, despite the fact 
‘that the audience, according to theo- 
retical statistics, was numerically 
limited, because the program on the 
Columbia basic network competed 
with the popular Cantor broadcast. 
Most of the time since 1928, the prod- 
uct was on the air 12 months of the 
year. The idea of weaving a half- 
hour program into a unified pattern, 
instead of merely telling the audi- 
ance what musical numbers were to 


a Bourjois innovation. 


Newspaper Also Used 


In addition to the magazines which 
the company is currently using, news- 
papers are also being tested, with the 
principal newspapers in more than 
30 cities on the schedule. Insertions 
appear every other week, mostly in 
rotogravure sections. 

Tying in with the advertising is a 
window display which has become 
standard over a period of a number 
of years. Bourjois was one of the 
first to use the large display featur- 
ing but a few packages and hence is 
a pioneer in swinging druggists away 
from the mass display idea to which 
they were firmly committed a few 
years ago. 

The window silver, blue 


done in 


Parisian night life. 


in corners to flank the’ standard 


center piece, 


Dairy Council in 


The Cleveland Dairy Council has 
embarked on a heavy advertising 
campaign for its member 
Half-hour radio programs have been 
scheduled five days a week. All 


In addition, 100 billboards 
been erected in the territory, 40 of 
which are illuminated. 


Campbell-Sanford 
pany. 


Advertising Com- 


U'se Enemy’s Weapons 


Operating through the Ice Refrig- 
arti- 
conducting a 
cooperative advertising and sales ef- 
electrical appliances 
|} such as radios, sweepers, and wash- 
with | 


eration 
ficial 


South 
are 


Company, Bend 


ice makers 


|; fort, featuring 


|ing machines, in open battle 


| mechanical refrigeration, 


be played next, is said to have been | 


and white, suggests the vivacity of | 
Kiffel tower and | 
star enter into the design symboli- 
cally. When special offerings are fea- | 
tured, smaller wing posters are used | 


Heavy New Campaign 


dealers. | 


Cleveland dailies will be used weekly. | 
have | 


The Coun- | 
cil’s advertising is handled by the! 


! 


New Directors 
Selected for 
C.C.A. Group 


New York, Nov. 13—J. N. Me- 
Donald, advertising manager of An- 
aconda Copper Mining Company, and 


R. Davison, manager of the market | 


development division of New Jersey 
Zine Company, have been elected 
members of the board of directors of 
Controlled Circulation Audit, Inc. 
The new roster of officers includes: 
president, Edwin N. Downs, Ethyl 
Gasoline Corporation; vice-president, 
Joseph M. Graffis, Golfdom; secre- 
tary, William A. Wolff, Western Elec- 
tric Company; and treasurer, Sidney 


W. Dean, Jr., J. Walter Thompson 
Company. 

Re-elected directors include: Wil- 
liam Knust, National Lead Com- 


pany; Joseph Vessey, Kenyon & Eck- 
hardt, Inc.; Merwin B. Massol, Oral 
Hygiene; W. J. Staab, Fuller & 
Smith & Ross; Aglar Cook, Topics 
Publishing Company; and Walter 
Mann, Walter Mann & Staff. 

The C. C. A., organized three years 
ago, parallels but is not competitive 
with the A. B. C. in its activities. Its 
membership includes 23 national ad- 
vertisers, 20 advertising agencies, 
46 publication members, and 11 pub- 
lication applicants. Seventy-six audits 
of its publication members have been 
issued during the past year. 


Wayne Pump Reorganized 


Under the new federal bankruptcy 
act, Judge Thomas W. Slick of the 
U. S. District Court last week au- 
thorized reorganization of the Wayne 
Pump Company, Ft. Wayne, Ind. The 
present management of the company 
will remain in charge and the finan- 
cial structure will be revamped. 


Plans Movie Drive 


The Biow Company, New York, is 
in charge of a campaign for Colum- 
bia’s forthcoming production, “Broad- 
way Bill.” Copy, to appear in news- 
papers in 50 cities, will also run in 
30 fan and national magazines in 
January issues, on sale the first week 
in December. 


Color Gravure 
in Yule Dri 
Ve 
Page 39) 

New York, Nov. 15.—Breaking ,; 
| the peak of the holiday shopping ge, 
son, the Coty Christmas campaigy 
this year will reach 35,000,000 pros 
| pective customers for Coty retailers 
|Color gravure will be a new note jy 
the advertising of Yuletide items. 

Newspapers at strategic points jj 
over the country have been selecte; 
to carry Coty’s Christmas gift adye, 
tisement to their 28,000,000 readers 
The total number of prospective cys. 
tomers contacted for the dealer wij) 
be brought up to 35,000,000 by the 
combined circulation of nationg! 
magazines on the list. 

Advertising will be run in full colo; 
rotogravure, and _ black-and-whit 
Full-pages, 1,000 lines and 800 lines 
will be employed. Color gravure ha 
been included in the company’s play: 
to give added punch to the extensiy 
campaign. 

A full-page advertisement in the 
Coty campaign is bordered, top ani 
bottom, with photographs of per. 
fumes, gifts for men and womey 
with brief descriptions and prices jy 
simple, easily-read figures. Centere; 
on the page is a “gift card” of th 
type usually enclosed with Christma: 
packages, bearing the message 
“Gifts of glamour and fragrance: of 
luxury and use. Superior creations 
superbly encased—to symbolize affer. 
tion and mirror good taste.” 

Holiday offerings to be advertise) 
include perfumes, powder, compacts 
lipsticks, beauty and bath sets for 
women, in gay boxes. Newly designe 
grooming essentials attractively pack 
aged are also featured, priced from 
$1 to $3. 

P. K. Frowert Company, Inc., New 
York, is in charge. 


(Picture on 


Trade Papers Merged 

Radio & Electric Appliance Jour 
nal, New York, has purchased Rad 
Merchant from Bill Bros. Publishing 
Corporation and announced consolida 
tion of the two publications effective 
with November issues. 


ERIE POSTERS _] 
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tell «till 


24 sheet poster 
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ai | erltser ‘tSéS 


=, 1, Tecegillyes 


forget they need 


again. 


night after night. 


of reproduction. 


That's 


POSTERS E hes Fe oiseunvs 


LITHOGRAPHING & PRINTING CO., ERIE, PA. 
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Once Isn't — | 


Folks have awfully poor memories. 
They forget the brand name, even 


your product. So 


you have to tell them over and over 


Posters do just that, day after day, 


But how well they 


do the job depends upon the quality 


where Erie comes in! 
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PHILCO 
SALES 


LIMITS 
OF HIGH 


PRICED MODEL 


Only 500 Units of $600 
Instrument to Be Sold 


(Picture on Page 39) 


New York, Nov. 15.—In a move to 


fix the radio 


home 


in the very 


center of 
life, like a hearth throwing its 


warmth around the family circle, the 
Philco Radio & Television Corpora- 


tion this week ran full-page 


adver- 


tisements in Collier’s and the Satur- 
day Evening Post announcing a new 
radio which will be available to only 


‘five hundred discriminating Ameri- 
cans.” 

This advertising follows 
exhibition of rather 
at the Rockefeller Center under 
sponsorship of the National 
of Art and Industry. Other 
tions of this kind are planned 
leading cities, 


f those behind the program to ele- 
yate the prestige of radio to a level 


f culture and refinement 
fore attained. 
The new instrument, 


never 


Philco 


be- 


5O9X, 


vlling at $600, inspired and featured 


, series of radio rooms 
five of 
rators. “These authorities,” 
this week's Philco 


are determined to cooperate 


created by 
the nation’s outstanding dec- 
said 
advertisement, 
with 


the leaders of the industry to enable 
dio to assume its true significance 


the American home. They feel 


cognition of radio in 


fe.”’ 


at the day has arrived for broader 
American 


During the week, approximately 
5,000 persons visited the exhibition 
nd saw how these decorators had | 


SALESMEN ... DIRECT MAIL 


| will pay you $50.00 per week as 


salary and take my chances on 
our ambition, ability, energy — 
md stick-to-itiveness if you have 
previously sold Direct Mail Ad- 
ertising. Sut 

warn you in advance that I 
know a salesmen when I see and 
ear him or read his letter selling 


mself. 


| want no has-beens, no inexperi- 
enced men nor prospective sales- 
men who think this offer is a sub- 
titute for unemployment relief. 

Write me a letter—tell me who 
ou are, what you're doing—what 
ouve done and what you think 
ou can do about selling the prod- 


uct of the finest, largest facsimile 

etter shop in these parts. 

Use the typewriter—write on one 

page and do it promptly. Bear in 

that $50 weekly is only a 

sarter. 

Don't waste vour time or postage 
u're not on the level. 

Box 515, Adv. Age, N. Y. City 
= 


cop LD S CELEB. 
SERIES!| bas Sam. . 


build us an ad. ’Scuse, Sam.) 


Don't go out with 
Layouts sloppy. 
Photostats from 
Rapid Copy 
Speed things, sell 
Fast and neat yet. 
Rapid Copy’s 
Hard to — yet! 


things. 


PHOTOSTATS 


‘ ‘ Vanderbilt 3-3680 

New York } For all branches 
Cleveland: Main 9335 

{ State 6013-4 


Chicago | State 5980-1 


handled a “knotty problem.” One of 
the biggest difficulties of selling 
radios to discriminating housewives 
and home owners has been that the 
instrument has not heretofore 
on its own feet from a 
standpoint, it is said. 
cepted as a necessary of furni- 
ture, took shelter at times disguised 
as other pieces and in general lacked 
decorative bearing, considered often 
merely as a clever mechanical device 
in unattractive shell. 

“Pertect radio reception is indis- 
pensable in the homes of thoughtful 
people today,” this week’s advertise- 
ment explains. “The radio room is 
the natural center of family life. cul- 
tivating education, music apprecia- 
tion, entertainment and the growth 
of intelligent opinion.” 


stood 
decorative 
It was not ac- 
piece 


Monroe N ail Dies 


Monroe North, 
writer, who for 
|} own agency in 
} Nov 

tal, 


charcoal artist and 
many years had his 
Hartford, Conn., died 
6 at the House of Mercy Hospi- 
Pittsfield, Mass. 


a one-week | 
unique character | 
the 
Alliance 
exhibi- 
for 
as it is the intention 


£ 
LOW COST 


Columbus Club 
‘Goes to Jail’ 
to Hear Boggs 


Columbus, O., Nov. 12.—Talk the 
language of the person you are try- 
ing to sell, advised Dan Boggs, a life 
term convict who conducts a mail 
order advertising business from his 
cell here, speaking before a meeting 
of 200 members and guests of the Co- 
lumbus Advertising Club in the Ohio 
penitentiary dining room today. The 
warden and his wife were hosts. 

Learning all he knows about adver- 


tising and the mail order business 
during his ten years in the Ohio 
prison, Boggs has earned enough 
money to purchase a home for his 
mother and to send his sisters 
through school. He was convicted 
for his part in the murder of a 
sheriff. 

Boge’s simple suggestion was that 
the writer inject in his work the 


o 223° ee 
OUR DISTINCTIVE 


These four SARATOGA Book Papers make a “win- 


ning hand” for both the printer and the buyer of 


printing. Each finish has been especially developed 


to produce a particular type of reproduction to the 

best advantage under normal conditions. 
SARATOGA Book meets all the requirements of 

high-speed, 


long-run work— feeds flat on fast 


same sort of appeal he would use in 
personally addressing his prospect. 
The prisoner conducts a personal cor- 
respondence course, writes business 
philosophy columns for several trade 
publications, and teaches penman- 
ship. 


Githens and Wroe 
Join “This Week” 


Perry Githens, formerly 
tor of Business Week, has joined the 
promotion department of This Week, 
New York. 

Gerald D. Wroe, formerly St. Louis 
representative of the American 
Weekly, has joined the Chicago sales 
staff of This Week. 


Gets Hat Account 


MeJunkin Advertising 
Chicago, has been appointed by 
Hawley Products 
Charles, IIl., 


Company, St. 
and London. The Haw- 
ley Tropper and the Hawley Jungle 
Hat, of the tropical helmet type, will 
be advertised in national magazines 
next spring and summer. 


| ing 


Fitzgerald Heads 


Newspaper Ticket 


John T. Fitzgerald, Reynolds-Fitz- 
gerald, Inc., and present incumbent, 
heads the “regular ticket” of the 
Newspaper Representatives Associa- 
tion of Chicago presented at its meet- 
Monday. Other nominations on 


| this slate are: 


news edi- | 


| years; W. T. 


John E. Lutz: 
Doney, Texas 
treasurer, H. E. 


For vice-president, 
secretary, Walter E. 
Daily Press League; 
Scheerer, Scheerer, Inc. 

Directors, Joseph A. 
George A. McDevitt 


McOwen, 
Company, two 
Cresmer, Williams, 
Lawrence & Cresmer, one year; Syl- 
vester Blish, John Budd Company, 


| one year. 


Company, | 
the | 


The nominating 
comprised of Mr. McOwen; George 
J. Noee, of Noee, Rothenburg & Jann, 
Inc.; and John J. McConnell, J. P. 
McKinney & Son. The election will 
be held December 10. 

The association voted against af- 


committee was 


| filiation with the Chicago Federated 


Advertising Club and decided to take 
a mail vote on renewing publication 
of “Newspaper Advertisers and Ad- 
vertising Agencies.” 


FINISHES 


automatic presses or cylinders, takes smooth ink 
impressions, dries quickly and folds well— all 
important factors where cost of production is of 
primary consideration. To the buyer of printing it 
gives exceptional value—low initial cost, fine 
appearance, a finish for every purpose and matched 
colors. *Send for test sheets and printed specimens. 


“MATCHED COLORS: In addition to standard white and India, SARATOGA Book 
is available in five attractive colors in Super Calendered, English Finish and 
Antique Laid. The colors of each finish exactly match those of the other two 


ADDRESS ALL REQUESTS TO SALES DEPARTMENT F 


INTERNATIONAL PAPER COMPANY 


20 EAST 42nd STREET, NEW YORK, N. Y. 


BRANCH Offices: Atlanta, Boston, Chicago, Cleveland, Philadelphia, Pittsburgh 


"a - Paid % AB, MY ee ROR aah yer Oe ae o- ti es tes ee on ear . P 4 es 4). Re = Fagen pe if oe ee Oe ee ps rae’ —, bs eg * at ie Ste . eS Ba oo at Soa ts = ee a0 ay . va Ay ecu > { Pr es te ay i ow ous “ gts a ? ie ars oe! og 
ae ae “<i * von ie Po Tea, bis ay =e od ae EBS ee a ie % Ge os 
ao te oer ore ae? z a. ; F Px) Semen, ‘e NY Pia q peut a ee 
ay fae $B s- ne 5 owe a Re de . : gy . 5 o> Hie) = es ‘ geting . a ha i ; ‘ah ‘ J 
: ee Ce le ca) ee Otte - ve a = : " ' : a Ea - i pips Mar tS ‘ ¥ Ja, ane ie oe at Ae : “ me < > c Ly sr’ ih pes Eh > . one = 
; ‘ Z ¥ , ; ae e Sty: i eens St " ” “ F a ay C Ee eS 4 er we r ’ s ‘ w % - oe 4 n 
; My . ’ , 4 ee ~ ’ : 0 ee : 
De ee a a ae 
~ — - : lg 
— - 
ae - a 
f ae a 
Poe 
@ ay 
es 
po f Be cal 
3€4 Po 
1gu 
ros 
ers rue ihe 
it 
a. z 
aan ee pn ak 
- 
ver rd 
ers ee ; 
7 ne oer ga 
i, — a 
the an 
mn ae ea ‘ 
= ee, Bess 
Olor Oe es 
nite : ae 
ines Sheargie sue 
has we p aan sa 
lans = - =e a ae 
a i wee 
Sive ae eee 
lene ss 
es Fae 
ee renee a 
the eee sr i 
P i oa 
Vi PD atele see 
ani et, wees 
r ‘Zz ord ate” 
ey : Mc p ben ce 
. ( Oe 2 om 
men | OR ain Seen 
> “ve a pe 
8 {I % Bi a ree 
D _. 1G 
ered ; aS) ae 
the i ae 
rmas a ee 
age | ee ae 
. — ee 
a ee : a ee ee a See az = Pe tah a lee : 
7 es ns * a “ ow A wan wnt -t 7 \ « = _- le - roe 4 > + = Y, - = * 
ea, ii RB ro > ; \" a Ne ——— P's rb, os Bey ee % 4 
MM BNI — re: Been a aS cn Ns geal om ot 
| er. * re eee i i ea < err oo eS ne 7: Sec) wae AN SO dae eae > yy aie. oe i 
ay * ies - : =e” \s id “3 ¥ - Segre ‘ pao, * é _ Le xt .- ee po ar : 
. me . 7 i : eS ¥ Sere er ; lig. A ey Pes. cele 5 at 
ee ot ii a a. Peay ae i bit RR 
i. ue. oe Seo P =) ae mr, bars ee a a ee a 
| BR seats? r : a 3 a a ee . S eye Re 2? 2a ae OE 2a 
ae x oP lee Se es ‘ By tO 8 ee PERG? Ot, eee. 
ee Wot % ot = ES ek: eee Rater , A * A ie ao ae ea Rapa Ys ik, ogee eg ie em 
Go! nae cy Ce pee B , et Ni gs rg “ ‘ hh. - bo Ia ; Pitty a wth 
gt 5 ed A Bie. 6: ) ee a a ae ; REO R e s aeer. Sa aR a Pgs 5+. ek a ait 
1e¢) Ae F == See a ee | a yee ae ate re LF si ait a "3 
: ie ‘aoe TO a hota ef ee “ee: —— s ¥ Be eae ey ian ; pS 
ack. Bias 3 ec a a8 $ es or pe eee e. ‘ ye : ee fa on, oe «& we dr aa ENe 5 
K og Se es ies Yee i ia ; + oe i ser aie vig Poebiy: 4 * Se es 
rom See : ane aca? a ue : 2 Ge EAT een = ies 
se — a ee SS" Sl yo 7 ¢ 4 ‘ ie jake ee 
1) an oT es ee a gins ae ee ae 69 : ee Pre ve We iat oe 
New Ve ee ae see -. . , < be Oe” Spe aie ° ae 
= ee ~~ ir 2 ey Sept ee nil Ae or ‘ “hae ve ae Se " Mis ee a Be il ‘. 4 » ~“ pan i 7 
Tete a ea ai ne a Pe SE ES * i oe es eee a om fe a a: ey 
i, Pun pa ae os - ee = i ae 7 .. “ - eae ‘ 3 q cap eh er ae 27s mW : ae a 7 ae ee 
= et Ne _ Ese - 2 ne aa ¢ , sy ee pe tere Phi, yas Fo e = 
= ht ee Bo athe ae if: Sa Res : oa en ae ae ee re 
7 Sa r,s es all is te e 3 . a cS oe 7 Rr hs dS ye ee TREGEL OIE Ceee 
d ‘Ala ii a all ae — m a Pee md echt wis Sie ileal 
, {ae . ae t a eee foe — ee 4 ON MNS dic RS ys ful e ‘ 
Jour “AS i ee Joe a ohana “a — <a = Bil) gh ead pe En ie RNG tae iis 
; 7 ae ie ie ae eee — % > : Pee OND = en ye OL tae lin aE aalt 3 
Rad SE i ee? —— 4 es ieee mamma = CaP 5S 2 Py 
shing a a . — ae ey -_ rE ‘ Couns Cae Bere ee 
ng | > be 5 Bs ee S ae By a : — _ ! , pee af ay Oye ts be 
F | Se ea oat, oe = : oe - * ae ; 3 i ees a WY ae bre ai 
active + 2 ihe, il — — — — ae es ee ae * Bee 
2ctiy wer cd ings Oe Nx eae oa ae ‘ ——< | ‘ pels” ie ae Bh, re. ne a 
a Ge RS a > Flas ma: F sa a! Pare ia oe ses 
Pe: eee lems Ae: fs > Ke ‘ es. } a * ; “gga gee IPE, " 
ae bg ae? ait pate 5 se a 4 § — | : ; oe fae. 2 <a aaa ; 7 
—— ea at. ers aan 70 [F = en BRT Sete Be a : 
“st is. Peis Me ee > G4 nis’ a $ s lai ha ge a 5 - 
eet E tiseat ie + a? . ii 7 > he Fee v ce a 
ap" om +e de . e a. : me Nip re a AY i bea. ee ek kt ’ 
; wv ys at ae Furnes. ea aes eal ae $ 4 " ye a 138 eens: oe 
“ES a came hy, —_ ll yu cr site a. Me 
ee Steen eer St te ‘>, ieee — ane ire ‘ Tae ee 
fo - s ‘age: Ae ict . Ox ° + € _ ad 4 — > a, ne ee = 
: ee i ll . ‘ a eee ee 
. Bak" e ' . - ' a ae 
be Se i i a te | 
| Sune ice, args eh es » secant a ~«oo* a) or Ae yes Bor. 
| | = es ee @® Sarr ~ | * ae 
oe. Rigs Sih Tet hig RA ‘ , nie eel oe ee 
Beer See 4 ¢<e ie ; TOGA bd ag SC <1) ama 
eat - < fe 2 # S wr Misys ee e: ene ¢ TEX ae 
rz x 5 Z % Pak 4 5 +  S Se 
~ : #2 ke Wy ofl 4 % aia a $ Y 
| Brow a s ye sks d ty ss, 5 UJ & 57 jie eg isa ; 
athe oS. aa ae wre 5* pr a ee: Coreen ee 
Myce ye ee oe oe LO® @ Me en Nk en om eri saat 
es wwe vida i eek WHITE € co Tage eetoye 24 URES Te a : 
| i ie Seem COLors a as oe 7 
EN ae a es pal 2 Teale i 
gees : ere ini ee , aS ca 
ey as, of 4: eeieriies eg rte 
fj a a . . 12 : Me eu oe eh OG ma 
4 + aan Sal: Eee Sag ace ane 
ae ae ” Parte ea oe, ies m.? eee et in a ae 
| Re han. Rema ee, ar ae ko Bahia. es: 
seins ea Re,» Aes dlr oh nt ea 
‘2 pane 
eae AAR Sethe 
eis ek 
bi a 
ee | 
= 
(4 7 I 
a he = 
ee / 
. i d 
| a | ; 
i « WN , 
+. | ~ . wor ~g, ae Tg : rage : * 2 er @) ie yi Fight Soe We x a cos 
iv ed ee Cee i Oy ok ng a ae Tod et. Mt ee ee EE ky gece ta wor 
¥ i ig Re cy hi p eS ta ; Fis. 7 ye Ue es ” i ae ie 
————————————— & et tees ae We sued tes Ria De is i : IN ee See Os 
IN ‘ee A ‘ Tah we Fe re i ’ fs a Pati 
KAPID COPY SERVICE res | AT Be. aes Sa 
S ee ay Ry gir ; we? ; m ise. i. SSO aS 
—————_—_[_— EE oT a Foie NAY Gg > , ey a. ; : he a a ee 
‘2 } oe, ve? ‘wa. oo Eke ENF. ee 
“ -— fF /!S st. SS > : af ogee (7 > ae ae : 
ge eee . Diag is ’ BS os ; : a ¥ 7 . é Ree» ‘ j 7 . ae 2 s PR Re ty Be. ah Cr uae 
Be 0. eas Se ae, INT ATI TAP a i CTS Ball saci 
niet a 3 >A 
\, . a 
| : 
og 
8 ed 
a a 
cee ci : 
PT OS Sarai 
sig | RRR 
aces > Nome oy 
ta fae ae 
Ge SR 
f i de a 
oo Se ees, 5 y ; efi 3 : 4g - ‘ s eee oy ~ eae as a ee tah Mel tee? ees epee ae 
ee teva Ne gm ~ eect SS a ape es oh Pah amma. Meret fy re ea ees 6 lene : SL a CR RNS i TT aR IRR fs 5 7 SIRE RE TE: Se aia tr eee ni A 7S Shang RE Oe NN BIR SP st 2k aD = EE ED ie eee test SRR: ea te Re, a a 
a Vp SEA OWS rae ale asa EES Shed aay ES ky eee i ~ Piapes Park el eae RE ae aS. eg Ee yn ee Sa eh a. Ree Wee Eee FRAG so PRR eS rae a REC Sil Aten aN meee)! On ahr a Ces bi a Peano et SLA Te My aes cae eciin Pam Re ae a) pen Oa «Sa SR 
Fe red m Pa eb Di og in sere TURAN ya dete er mean 2 re gir Oc TR ARISTA tiga Phe ie np: sae neuen tie SERAI Pre ns MO rh <3 CMR OOND TO ope ene aE ESE Eh ka cay re Re ee a. wey ¢ tages... Sac F 
Tats ae 3 Se tee he Z ams “ < Bat fF. aa ar Shi y tes: eta oe a ee sey Megane = OS 7 Meta Re a eNOS eG eh is a Ve oe ae Ty Se BA 2S Viger. z4 i 


34 


ADVERTISING AGE 


November 17, 1934 


Mactfadden Opens 
West Coast ome 


Mactadden Publications, New 

have opened a coast office in the co 
Bldg., San Francisco, under the di- 
rection of Joseph M. Dooher, forme ee 
with the Rodney E. Boone Organ 
tion and McCann-KErickson, Ince. 
Dooher will represent True 
Liberty and Physical Culture, 
tive Jan. 1 


Mr. 
Story, 
effec 


’ 
Blackman’s New Phone 
The new telephone number of the 
Blackman Company, New York, given 
incorrectly in the Nov. 10 
ADVERTISING AGE, is Lexington 2-5200. 


GARBLE 


PROOF 


a simple 15-word mes- 


table of a 


Whisper 
sage around a 
or so men and see what it sounds 
like when it is finally relayed 
back to you. 


dozen 


The same distortion can happen 
to oral translations of your saies 
Your engineers tell the 
and the big boss tells 


story. 
big boss, 
the sales manager, and the sales 


manager tells the salesmen, and 
the salesmen tell the customers 
and prospects. What chance has 
the sales story of reaching your 
customers and prospects exactly 
as you want it? 


That's where the practical value 
of advertising demonstrates it- 
self in the mobile construe- 
tion industry. When your 
story appears in printed form in 
Engineering News-Record and in 
Construction Methods there's no 
one to distort it any place along 
the line between the front office 
and the engineers and 
tors who collaborate in specify- 
ing equipment and materials. 
Customers and prospects are ade- 
quately instructed 
pacity, the 
applications 


vast, 


sales 


contrac- 


the ca- 
the 
perform- 


as to 
characteristics, 
and the 


ance of your product. 


If you 
in these 


already advertising 
two leading construe- 
tion publications, it is decidedly 
good strategy to keep every one 


are 


of your salesmen and your dis- 
tributors informed about your 
advertising. Send them pre- 


prints or 
us they 


reprints as regularly 
appear in 


ENGINEERING | 
NEWS-RECORD 


CONSTRUCTION 
METHODS | 


e PHOTOSTATS - 


k \Vanderbilt 3-3680 
lFor All Branches 


Cleveland: Main 9335 


: \State 6013-4 
Chicago State 5980-! 


New Yor 


issue of | 


user 


| 


| 
| 


| those advertising in 


DECLARE AGENCY 
REIMBURSEMENT 
SYSTEM ANTIQUE 


Page 1, Col. 5) 
Only one 


insisted 


(Continued from 
basic 
upon: 


facts. 
was 


veal the true 
consideration 
“That advertising should be re- 
garded as a means of enabling the 
of it to sell his product or serv- 
the consumer at the lowest 
price.” 


ice to 
possible 

The commission or “discount” 
tem, as it is referred to in the re- 
port, has already been subjected to 
modifications by a considerable num- 
ber of advertisers, it was indicated. 
Of 610 magazine advertisers queried, 
470 paid the discount allowed by the 
medium in 1933, while the remaining 
1/140 had some one of six special ar- 


SYS- 


rangements. 

Of 433 national newspaper adver- 
|tisers queried, 353 allowed their | 
agencies to retain the 15 per cent) 
commission paid by mediums, while | 


80 utilized special arrangements. 
Of 225 
187 used 
with 38 
ments. 


995 


advertisers, 
method, 
arrange- 


national radio 
the conventional 
having special 


How Others Operate 


field, 101 paid the 
while 28 used | 


In the outdoor 
regular commission, 
an individual method. In the farm 
paper field, 167 followed the ortho- 
dox arrangement, with 45 departing | 
from it. The regards ad- 
vertisers using trade or merchandis- 
ing papers was 287 to 154 and among 
industrial and 
publications, 139 to 88. 


score, as 


technical 


| Among 134 advertisers in professional 


usual 15 
other 


the 
some 


paid 
used 


publications, 84 
per cent and 50 
basis. 

Of 821 advertisers who indicated 
their attitude toward the discount 
system, 498 favored the present ar- 
rangement, according to the report, 


while 311 opposed it. Six favored | 
‘it with restrictions, while 11 were 
| doubtful. 

| The report said, however, that 
from other tables shown, it is evi- 
|dent that approximately 60 per cent 
of the advertisers answering this 
; question would prefer another basis 


|} other 


of compensation if they were able to 
make an unhampered choice. 

Of 694 advertisers who discussed 
possible methods of paying 
agencies, 317 favored a straight fee. 
The next largest number, 245, went 
on record in favor of a commission | 
of some kind, while the remaining 
32 suggested ten other plans. 

The most outspoken condemnation 
of the commission plan of payment is | 
of the first sec- 
“An Analysis of 
Agency Compensa- 
tion Problem.” This chapter makes 
not only all of the charges referred | 
to but others even more serious. 

“Three observations stand out as | 
unmistakable,” this section begins. | 

“First, that advertisers have 
vital need for the services that many 
advertising agencies are equipped to 
render; second, that they are avail- 
ing themselves of agency 
a constantly decreasing extent, and, 
third, that the greatest bar to a full 
tse of agency service by advertisers 
seems to lie in the method by which 
advertisers supposed to 


voiced in Chapter 7 
tion of the report, 
the Advertising 


are 


agencies. 
Agencies in Jeopardy 


“Clearly, a situation has developed 


tising 
which, 


agency an institution 
unless corrected, will encour- 
advertisers to find alternate 
}sources of advertising service or to 
|develop their own facilities for per 
| forming these services. 

“The starting point of any 
‘sis of this three-fold difficulty must 
be the assumption that advertiser, 
}agent and publisher are mutually and 
| reciprocally dependent.” 

Pointing out that the field of ad- 
vertising has developed beyond the 
horizons of the most far-seeing of 
the early pioneers, while needs of 
advertisers have also developed and 


as 


age 


analy 


| the efficiency of every phase of their 


'be substitution, and for another, 


|of greatest value to the advertiser. 


| hensive 


are 


i | ity to 


facilities to | 


pay | 


which tends to jeopardize the adver- | 
and | 


re N. A. CHARTS AGENCY- ADVERTISER RELATION 


INDICES OF TOTAL, DIRECT, 


(1924 © 


AND AGENCY ADVERTISERS 


100) 


roont 
50 
110 
100 
oe ae Total Advertisers 
90 Direct Advertisers 
—-— Agency Advertisers | 
80 if 


1924 1925 1926 1928 


1929 1930 1931 1932 1933 


This chart, one of the many included in the study just released, indi- 
cates the percentage of advertisers using agency service and those 
placing their advertising direct, as compared to the base year, 1924. 
The chart is copyrighted by the Association of National Advertisers. 


changed in spectacular fashion, this 
discussion continues: 
“The sharpness with which com- 


| petition is focused on the marketing 


process makes it necessary for pres- 
ent-day manufacturers to increase 


sales programs, and to see that there 
is complete coordination of the 
whole. Moreover, the different situ- 
ations that manufacturers have to | 
face prevents any standardized treat- 
ment. The key-log to the distribu- 
tion jam for one manufacturer may 
be dealer neglect, for another it may 
serv- 
icing the product after it reaches the 
hands of the consumer. 

“There is no longer a_ standard 
marketing pattern for products going 
to the same market. Sach manu- | 
facturer has an individual problem- 
a problem to be solved by a _ suec- 
cessful combination of his particu- 
lar sales factors, The manufacturer 
needs some competent functionary 
upon whom he can rely for advice, 
and whose advice will not be in- 
fluenced by such questions as rela- 
tive amounts of money to be obtained 
according to mediums used. He needs 
a marketing counselor who can and 
will—after an honest and thorough 


/analvsis of the individual situation 


place greatest stress on the medium 


Some Duties Neglected 


“These greater and more funda- 
mental responsibilities the agency, 
considered by and large, appears not 
to have undertaken. Agencies which 
do render a complete and compre- 
service to clients, conduct- 
ing market surveys, trade and con- 
sumer investigations and measuring 
advertising effectiveness and the like, 
not the rule when the agency 
field is considered in its entirety.” 

The report attributes this situa- 
tion to the fact that many agents 
| fear they will not be paid adequately 
for thorough and comprehensive 
service. 

“This fear 


inabil- 
can apply | 


arises from their 
discover how they 
the discount system to each and | 
every situation,” continues the re- 
port, citing radio as an example. 

“When it became evident. that 
radio advertising meant showman- 
ship, it also became evident that the 
quality of talent employed was of 
paramount importance. Searching 
for and training talent in many cases 
is no easy job. Agents naturally 
wanted to be compensated for such 
work. <A percentage arrangement 
15 per cent on the cost—was the first 
idea. But this idea had its difficul- 
ties. It put the agent in the highly 
difficult position of being a negotia- 
tor whose own income for serving as 
a negotiator increased as the price 
of talent increased. 

“An unethical practice of 
prices—a secret one between 
and agent and another 
agent and advertiser 
quarters. in an endeavor to remove 
or appear to remove the agent from 
the position of price negotiator on) 
talent and to appear to put the dis- 
count system into full effect, 


two 
talent 
one between 
“arose in some 


some | 


}one conceived the idea of having all | 


talent purchased through radio sta- | 


tions, and radio 
a net price for 
price to advertisers. 
“The plan didn’t work. 
business with its 


stations only with 


The show 
managers and 


|}agents of talent had been too long 


established to allow 
come between it 
market— 


a newcomer to 
and its ultimate 
-the advertiser and his ad- 
vertising agent. Furthermore, 
vertisers, through the 
National Advertisers, 


Association of 
opposed it. To- 


day, advertisers are working out pay- | 


ment arrangements with agents, for 

talent work, that are mutually sat- 

isfactory to agent and advertiser.” 
“This interesting example of an 


|}unsuccessful effort to fasten the dis- 


count system on a new 


advertising—radio talent—shows that 


the agency—when acting for its own | 
| group—is 


restricted in its thinking 
of compensation to one system with 
its 1918 percentage rate. Such re- 
striction on thinking with respect to 
compensation, it would seem, has re- 
stricted the agency’s opportunity to 


thoroughly broaden its own work for | 


the general run of its clients.” 
This vessel contains other refer- 


| which give no discounts. 


agents and a gross) 


ad- | 


accessory in | 


|ences to the advantages enjoyed by 


mediums as against those 
One para- 


“discount” 


graph declares: 

“The publisher—at least the pub- 
lisher of a medium of large circula- 
tion and high rate—may have culti- 
vated his field beyond the point of 
diminishing returns and realizes that 
a sharp curtailment of advertising 
lineage would throw him into inso}- 
vency. And he knows that, so long 
as agents must rely on discounts, he 
will have a constant advocate—often 
an advocate close to the confiden:« 
of the advertiser—for mediums of} 
the general class of his own. With 
such constant and often unobtrusive 
pressure exerted on the advertiser 
who buys his space, he feels that he 
will get his due share of what busi- 
ness there is. Without such sup. 
posed sales assistance, he may won- 
der if the contact with such market 
as is constituted by his readers is 
sufficiently valuable spontaneously to 
attract as large a number of adver- 
| tisers.”’ 

Pursuing this topic, 
| tinues: 


the report con- 


Fear New Methods 


“On the other hand, the advertis- 
|ing agent—who has built up_ his 
clientele not so much by having an 
expert knowledge of mediums, but 
by service, billed as part of space 
costs—fears that advertisers will not 
be sufficiently enlightened to be will- 
ing to pay separately for agency 
‘services. So long accustomed to 
advertising agency service 
it costs nothing,’ the ad- 
vertiser—as the agency fears—will 
| be unwilling to appraise his services 
/at as high a figure as is now found 
|in the payment the advertiser makes 
|for advertising space. Moreover, it 
may be possible that some agencies 
would not be able to meet the stand- 
‘ards of selection that advertisers 
would insist upon were they to ap- 
praise advertising agency services 
|as a separate item.” 
| The belief that the present com- 
/pensation system is responsible for 
| virtual elimination of credit losses 
by publishers is attacked in these 
words: 

“Legal research has_ established 
that the agent is perely the agent 


| 


| using 
| ‘because 


You Raw This Gent 


(Photo Underwood & Underwood) 


He is always worrying— 
sometimes about his sales 
curve; sometimes about 
office equipment; some- 
times about factory pro- 
duction. 


This time he is worrying 
about his Trade Marks. 


No need to worry, however, — any manufacturer of 


branded merchandise, or any 
to consult the Trade Mark 


advertising agency, is welcome 
Bureau of the United States 


Printing & Lithograph Co. (Cincinnati office) for trade mark 


information. 


ALL Trade Marks registered at Washington are on 
record there, plus nearly twice as many names NOT regis- 
tered, likewise entitled to protection. 


Nothing legalistic about 
charge. 


Simply write or wire: 


it—no red tape, no delay, no 
“Is ——-— clear as brand 


name for soup?” or what have you. Inquiries are answered 


the same day. 


Says N. W. Ayer: “Every time we consult the ‘U S’ 
Trade Mark Bureau we are re-impressed with the speed and 


accuracy of your service.” 


"U S'" Makes Packaging and 
"Sales-Spot"’ Advertising, too. 


CINCINNATI 
320 Beech St. 


Mm THE UNITED STATES PRINTING & LITHOGRAPH CO. 


NEW YORK 
52-V E. 19th St. 


BALTIMORE 


420 Cross St. 
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of the advertiser. The advertiser is, 
definitely responsible for ultimate | 
payment of his space or time bills, | 
whether he has paid his agent or not | 
in the meantime, and the agent, | 
therefore, has no credit responsibil- 
ity to the publisher.” 
Highlights of Report 


report makes five salient | 

points, elaborating on each to in-| 
jicate its logic. These deductions | 
al 
|. The advertising agent is the 
agent of the advertiser only. 
The advertiser pays the agency. 
Agents establish the present | 

rate of compensation. 

{ The major fault of the discount 
system is its seeming rigidity. 

The discount system has been | 
modified in actual business practice. | 

§. The advertiser is free to make | 
any terms he wishes with his adver- | 
tising agent. 

The committee’s letter of trans- | 
mittal to the A. N. A. membership | 
contained this significant clause: 

“The evolutionary development—a | 
development toward greater elastic: | 
ity in compensation arrangements | 
between advertisers and agents— | 
clearly indicated in this report, must | 
not be stopped. Advertisers must 
see to it that it is not.” 

The report argued that “commis- 
sion’ is fallacious in connection with | 
agency remuneration. It said: 

“It is widely assumed that there | 
js a standard method of compensat- | 
ing advertising agents for work done 
for national advertisers. In order 
to make this summary understand- 
able, it is necessary to explain that 
standard method. 

“Under that method certain ad- 
yertising mediums—but not all—al- 
low an agent to buy space, service 
or time at a lower rate than they 
profess to allow an advertiser to buy | 
it The agent’s lower rate is called 
the net rate. The advertiser's higher 
rate is called the gross rate. The 
difference between the net rate and | 
the gross rate, which, accurately | 
speaking, is a discount, though often | 
referred to as a commission or dif- | 
ferential, is regarded as the com: | 
pensation due an advertising agent. | 
This standard method is hereafter | 
referred to as the discount method | 
or conventional method in this sum: | 
mary.”’ 


The report continues: 


| 
| 


Objections to System 

‘\ careful sifting of evidence bear- | 
ing on this conventional method of | 
paying advertising agencies indicates, 
rst, that the method tends to obscure 
the real relationships between the 
modern agency and advertiser, and | 
jetween agency and publisher, and, 
second, that it has built up a sys- 
tem which, though it has the appear- | 
ance of a definite structure, is chang- | 
ing according to the changing needs | 
ot advertisers. | 
“Exceptions to the so-called stand- | 
ard method of compensation are so | 
‘Tequent that there can hardly be | 
Said to be a definite system.” 
The report places the stigma of | 
bsolescence on the present method | 
t compensating agencies with the | 
mark that “the figure set by agents | 


as the desirable uniform rate, namely, 
15 per cent, is one which was said 
to reflect costs of doing business in 
1918.” 

“Rebating” is another word which 
has been loosely used, the report in- 
dicates. Arguing that normally there 
can be no such thing as rebating, the 
report goes on: 

“The fault with the supposedly 
current method of payment for ad- 
vertising agencies is its tendency to- 
ward rigidity and its outward ap- 
pearance of resistance to change to 
meet varying needs and changing 
conditions. No single factor has done 
more to help preserve an appearance 
of rigidity and to create an outward 
show of resistance to change by the 
discount system than the improper 
use of the word ‘rebate’ as applied 
to the agent and the advertiser who 
seek to make the matter of compen- 
sation fit the needs of the advertiser 
and the ability of the agency when 
both consider 15 per cent to be too 
high.” 

The report explains that “a rebate 
is an arrangement between parties of 
adverse interest,” while the interests 
of the advertiser and his agency 
should be identical. 

“This being so,” the report con- 
tinues, “it follows that where un- 
divided loyalty is called for, there 
can be no adverse interest. Since 
there can be no adverse interest, in 
law, between advertiser and agent, 


there can be no ‘rebating’ between | 


them. 
When “Rebating” Applies 


“The term ‘rebating’ is applicable 
in the modern advertising world only 
in such instances where an adver- 
tising agent has contracted to serve 
an advertiser and then obtains for 
himself secret concessions from the 
proprietor of an advertising medium. 
It does not apply to the relationship 
of advertiser and agent when both 
seek to fit payment for services to 
actual conditions.” 

Supporting the contention that the 


advertiser is free to make any terms 


he wishes with his advertising agent, 
the report says in part: 

“No advertiser, agent or medium 
need worry over the continued exist- 
ence of the discount system as a 
barrier which prevents advertiser 
and agent from deciding among them- 
selves the division of labor between 
them and the rate and method of 
payment for the agency. They need 


| not worry because it is a matter of 


record that one of the largest 
agencies in the country (N. W. Ayer 
& Son) publicly renounced the sys- 
tem and set its own rate of compen- 


|sation, and because any concerted 


effort to make the discount system 
the one and only permissible system 
would immediately raise the ques- 
tion of restraint of trade.” 

The voluminous report is divided 
into three main sections, each hav- 
ing from three to eight chapters. The 
first main heading is “Report on 
Study.” The second is “Legal Prin- 
ciples Applied to Advertiser-Agency- 
Medium Relationships,’’ while the 
third covers “Controversial Points of 
Views on the Agency Compensation 
System.” 

In addition, the report contains a 


_.. FIFTEEN new national 
clients have been added to 
the Ross Federal roster in 


the last thirty days — 


4ccurate 


Ask for 


Ross Federal 


Exeeutive Offices. 6 East 45th Street — 33 Branch Offices 


Trained Field Investigators—r7oo Women 


\ATION.WIDE MARKETING and RESEARCH SERVICE 


Speedy—De pendable 


details 


Service, Inc. 


large number of charts showing the 
| results of a questionnaire sent to a 
|large number of advertisers. 


zines. Other charts show methods | accommodation to agencies, not as a 
of compensation adopted for the use| way of raising space rates. 
More |of non-discount mediums, including | 


“Publishers are in a competitive 


than 900 responded and the A. N. A.|car cards, direct mail, newspapers | field, a field in which rates cannot 


actually represented their beliefs. | pers, etc. 


Systems of Payment 


Several of the most interesting of 
these give other methods in vogue but it 
in remunerating agencies. In the) 
magazine field, for instance, 470 of | 
610 advertisers pay the agency 
through the discount allowed. The | 
next largest number, 44, pay their 
agencies with a percentage on the| 
| net rate. 
|ceive a minimum guarantee from the | 


advertiser, with all discounts above 
|that retained by the agent. Still an- 


|other block of 27 work on a fee or | 


adds: 


Another 27 agencies re-| 


| medium. 
| receive all discounts from mediums 
|plus a fee from the advertiser over 


Two work on a speculative basis, 
remuneration depending on returns | 
from the advertising. 


“In the first 
present 


the same methods are used, 


| The report states frankly that it| long in practice. 
| believes the commission or discount lishers and agencies have set the 
'form of agency payment is doomed,|cash discount given to the adver- 


|}duties and act ES 
|cover-all system will, in all proba- | . 
biity, gradually disappear without in- | Craven & Hedrick 
jury to anyone.” 

Hope for Net Rates 


lump sum paid by the advertiser In recommending this change in 
| without respect to the cost of the | agency compensation, the report be- | 


place—even under 
conditions—many discount | . ° 
In the newspaper and other fields, | mediums are selling direct to adver- | Eager, has just been published by 
al-|tisers at net rates. 


made personal contacts with all of|at local rates, radio at local rates,|long be maintained at artificially 
them to be sure that their responses | outdoor at local rates, business pa- 


high levels. No widespread objec- 


|tion is raised to the Ayer system, 
Furthermore, pub- 


|‘ tiser upon the net rate of publica- 


“There is no need for the sudden | tions and have thereby admitted that 
|overthrow of the discount system as| publishers’ net rates are the effec- 
|}a cover-all system. 


As advertisers,|tive rates. That publishers will sell 


agents and mediums come to know! only at present gross rates seems a 
and understand their own rights and , needless and unnecessary worry.” 
accordingly, this 


| Open Florida Office 
| Craven & Hedrick, New York, have 
been appointed by the Jungle Hotel, 
St. Petersburg, Fla. 

Arthur H. Barnes, recently assis- 


No less than 31 agencies |lieves that the present rate system | tant manager of the Fenimore Hotel, 
would continue in effect. It explains: | Asbury Park, N. J., has joined the 
“Various advertisers are : 
/and above these discounts. |that publishers would sell only at) where he will open a branch office to 
Nine agencies receive a percentage present gross rates if the agency dis- | 
on the gross rate of the medium used. | count were withdrawn. 
entirely unlikely. 


afraid | 28ency. He has left for Florida, 


service the agency’s accounts in that 
Xiah state. 
This seems 


Describes Sales Ideas 
“Dollar Makers” by George T. 


449 Fourth 
Ave., New York. The book, whose 


in the second | Greenberg, Publisher, 


though the proportion of advertisers | place, it is evident that the agency | introduction is written by Bruce Bar- 
jane agencies employing them varies|discount was set by publishers at ton, tells of “197 sales ideas that 


| 


‘from the figures given for maga-|a percentage fixed by agents as an| worked.” The price is $2. 


— ——— —— 


It’s List-Making Time! 


Remember These Facts 


Industrial Schedule 


M@ YOU WILL WANT TO REACH 
THE PLANT OPERATING MAN. Few 
purchases are made without his approval. 
Directly or indirectly, he buys your product. 
As always, he will be a key man in indus- 
trial buying. He is one man you will have to 
sell. More of these plant operating men pay 
to read FACTORY than any other business 
publication . . . 22,000 men in 14,500 worth- 
while plants. These men... and these plants 
- . . can be reached more effectively, and at 
far lower cost in FACTORY than by any other 
method. 


M@ YOU WILL WANT A PUBLICA- 
TION WITH DEFINITE MARKET 
POTENTIAL. FACTORY reaches plants re- 
sponsible for 70° of all horsepower used in 
manufacturing in this country. 


Mi YOU WILL WANT A PUBLICA- 
TION THAT PROTECTS YOUR 
INVESTMENT. With FACTORY you do not 
gamble on the prosperity of any single industry. 
You reach the cream of EVERY industry. You 
are bound to reach TODAY’S MOST ACTIVE 
INDUSTRIES. You are well protected. 


MyOU WILL WANT A PAPER 
WHICH WILL UNCOVER NEW 
MARKETS. FACTORY will carry your ad- 
vertising to the cream of the industries you 
now serve, and at the same time to the cream 


FACTORY 


| * 
| Management & Miaintenance 


in Making Up Your 1935 


of every other manufacturing industry which 
might use your product in the general manu- 
facturing field. 


@ YOU WILL WANT A PAPER OF 
DEMONSTRATED ACCEPTANCE. 
FACTORY carries MORE ADVERTISERS ... 
MORE PAGES OF ADVERTISING ... 
GREATER DOLLAR VOLUME .. . than any 
other business paper serving the general manu- 
facturing field. Today it carries a 48°) increase 
in number of advertisers over last year. 


Mi YOU WILL WANT A PUBLICA- 
TION OF KNOWN POWER. There is 
no uncertainty about the dominating audience 
that is yours in FACTORY. It’s known... 
definite . . . by interests, titles, responsibilities. 
FACTORY is the recognized leader in the 
general manufacturing field . . . with the most 
paid circulation, an editorial service of recog- 
nized value . . . and a high potential at low 
advertising cost. 


M@ YOU WILL WANT A PAPER OF 
OUTSTANDING EDITORIAL PRES- 
TIGE. Editorial content makes readers. The 
resources of the McGraw-Hill organization have 
made FACTORY editorially second to none 
in the entire business paper field, and unques- 
tionably first in the general manufacturing field. 


M YOU WILL WANT TO AVOID 
DUPLICATE AND WASTE CIRCU- 
LATION. With FACTORY there is no waste 
... all is manufacturing. And practically no 
duplication with any other business publica- 
tion. Moreover, an average of at least three 
people besides the subscriber see each issue. 


That’s roughly 88,000 readers. 


These and many other fundamentals of good 
advertising economy are the best reasons why 


FACTORY should be the No. 1 industrial paper 
on your list for 1935. 


Published by the 


McGRAW-HILL 


Publishing Co., Inc. 
e ABC e 

330 West 42nd St. 
e ABP e 


NEW YORK CITY 
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Personnel Changes 
at Buckley, Dement 


Charles A. Smith, for the last six 
years a member of the general staff 
»¢ Buckley, Dement & Co., direct mail 
advertising, Chicago, has been named 
manager of the plan department. 
\ielvin H. Goodrode, formerly a 
ember of the Sears, Roebuck & Co. 
sales promotion department, has 
ined the staff as plan and copy man, 
i Elsa M. Weyland, for some years 
the general staff, is also engaged 
ylan and copy work. 


ooo OER risens 


Big smashing mail pieces that will cut cost 
of mailings in half, printed to order in two 
colors. Write for samples and prices. 


STAR-COURIER CO., Kewanee, Ill. 


our question 


it YOU could buy an effec- 
tive circulation of approxi- 
mately 1,000,000 and only pay 


for an ABC circulation of 
75.087 in the radio field, 
would you be interested? 


Write us for the answer. 


RADIO NEWS 
and SHORT WAVE RADIO 


Advertising Management 

H. D. Crippen & W. P. Jeffery 

161 8th Ave., New York, N. Y. 
Telephone BRyant 9-3142 

Midwestern Representative 

Virgil Malcher 
205 W. Wacker Drive, Chicago, II, 

Telephone Randolph 7100 


WHAT HELP DO 
YOU NEED? 


For facts, figures and market 
data about the 114 billion dol- 
lar baking industry, come to 
BAKERS’ HELPER, this in- 
dustry’s leader for almost a 
half century. 

Check the data you need below, tear out 


this advertisement, attach to your letter- 
ead and mail to us. 


0 “Baking Industry Facts and 


Figures,’ a market data 
folder 
|“Selling Leads,” an every 


week service 
Sample pages from the “Bak- 
ing Industry Blue Book” 

0 Copies of BAKERS’ HELP- 
ER, issued fortnightly 

[}) Audit Bureau of Circula- 
tions statement 

Send to 


BAKERSHELPER 


& MAGAZINE / BAKERY PRACTICE »-y MANAGEMENT 


Almost a Half Century of 
Helpfulness 


uc) 330 S. Wells St., Chicago, 1. ! iy 


M. M. 
DM. 


\ planning the Window Dis- 
play, it piays to be "Mer- 


chant-Minded" rather than 
Price-Minded. FACTS TALKI 


FREEMAN CO."¢ 


Starr and Borden Avenues 


oan 


TRUSTEFS OF AGENCY COMPENSATION STUDY 


J 


Lee Bristol, Allyn Mclntire and Stuart Peabody, trustees of the 
A.N.A. study of agencies, as the “Advertising Age" photographer | 
saw them during the A.N.A. meeting in Chicago last summer. 


- Agency Code Is 


|of getting 


Long Island City, N. Y. 


Given in Report 


(Continued from Page 1, Col, 4) 


an account. It shall also be consid- 
ered as rebating to agree to allow 
cash discounts not earned by prompt 
payment on cash discount dates. 
“The practice of charging 162, per 


cent on net cost of total advertising | pansion to several other cities, adver- 


volume shall not be construed as re- 
bating.” 

Other objections to the code regis- 
tered by the A.N.A. in its protest to 
NRA were: 

“1. It is not a code that is pri- 
marily designed to regulate advertis- 
ing agents in their dealings one with 
the other, but it attempts to enforce 
upon advertisers and publishers an 
arbitrary method of doing business 
with each other; 

“2. Its adoption would tend to per- 
petuate an unsound business princi- 
ple—a principle which acts as an in- 
centive to create greater volume of 
advertising, whereas the incentive 
should be to create advertising that 
produces more effective results; 

“3. Its provisions are unenforce- 
able by advertising agents alone.” 


\dramatically advertised products back 


The plea to NRA concluded with | 


this statement: 


“It would appear that the advertis- | 


ing agent, acting in accordance with 
the prevailing practices in that busi- 
ness, is the agent of the advertiser 
and owes him undivided loyalty. Ad- 
vertising agents should not be per- 


mitted to draft a code based on the) 
theory that they are agents of the) 


publisher.” 
The proposed code not sus- 
ceptible to adaptation to the princi- 


is 


ples of the New Deal, the A.N.A. re- 
marked elsewhere in its protest. 


code, asserting it would: 
Seven Flaws Pointed Out 


“1. Prevent an advertiser 
making equitable and fair arrange- 
ments with his agent. 

“2. Give government sanction to a 
movement started in 1918 whereby 
the agent of one principal (the adver- 
tiser) dictates prices to the other 
principal involved in the advertising 
process, namely, the advertising me- 
dium. 

“3. Sanction and make static a 
price set for 1918 costs of doing busi- 
ness at a time when such costs have 
changed considerably. 

“4. Discourage cost-accounting 
the agency business. 

“5. Permit agencies to do business 
at a loss on some accounts and to 
make excessive profits on others. 

“6. Create unfair competition be- 
tween discount and nondiscount me- 
diums. This because certain me- 


in 


| diums, due to their inherent nature, 


cannot work a two-rate plan. 
“7. Prevent a decrease in the cost 
products and/or services 
to the ultimate consumer.” 


Mason Is Appointed 


by “Junior Home” 


Junior Home Magazine, Chicago, 
has appointed James Mason as west- 
ern advertising representative. 

Mr. Mason has been appointed na- 
tional advertising representative by 
Reading in the School Library, trade 
paper recently established in New 
York. 


It | 
attributed seven specific faults to the | 


from | 


ENLARGE EFFORT 
FOR OMEGA OIL 


Ring Scenes Again Domi- 
nate Copy 


New York, Nov. 15.—With an ex- 


tising of Omega Oil, one of the most 


in the 1900's, is employing prize 
fighters and knock-out copy of a mod- 
ern version as a follow-up to the 
initial re-introductory advertisements 
which simulated that of the brand in 
its hey-day. 

Omega Oil is getting approximately 
twice the promotion it had a year 
ago. Prepared by Husband & 
Thomas, Inc., the present campaign 
is scheduled to run until March. 

Probably the most outstanding of 


the advertisements are those of ap 
proximately 200 lines using ring 
shots by way of illustration, and 


YOUR LIVELIHOOD, TOO... _ 


depends upon 
physical fitness! 


Learnhowtoendaches pains strains 
and soreness just es fighters do. To rub 
pain out they rub Omega Oil in. It's | 
the quick, safe, sure way that gets right 
at the seat of the trouble. Whether 
you suffer from deep rheumatic aches, 
or just sore, stiff muscles, you'll find 
Omege Oil three-times better than 
= any liniment you ever used. It never 
burns or blisters. Yet it costs only 
thirty-five cents at any drug store. 


Omega Oil 


headlines of similar import. Both 
wrestling and boxing themes are em- 
ployed. 

“When Pain gets you down,” starts 
the heading of an advertisement 
showing a pair of wrestlers, and this 
uncompleted thought leads into the 
text on the three times faster action 
of this liniment. “Your livelihood, 
too depends upon physical fit- 
ness,” says another, urging that read- 
ers “learn how to end aches—pains— 
strains and soreness just as fighters 
do.” 


Copy Used in “Steps” 


A wide variety of other copy is be- 
ing used in the cities where the prod- 
uct was re-introduced last year or the 
year before. Some of it is only about 
60 lines and consists of the figure of 
a man showing muscles of the chest 
and neck and indicating by arrows 
the “pain spot.” 

Still other advertisements are 
built up around its ability to bring 
relief from specific ailments, such as 
colds, neuritis, and rheumatic aches. 
In the cities where the Omega Oil 
copy has not appeared for some 25 or 
30 years, an adaptation of the adver- 
tisements of about 1900, featuring 
signed testimonials of champions of 


the Sullivan-Jeffries—Corbett class, 
is run. 

This copy was inspired by the dra- 
matic illustration and text 
made Omega Oil one of the 
popular remedies years ago, 
its decline and subsequent 
of ownership. The original adver- 
tisers ran pages of virile text and 
picture after picture of famous fight- 
ers. 

The present owners of Omega Oil, 
the Omega Chemical Company, a di- 
vision of the Block Drug Company. 
tested the product two years ago with 
the idea of reinstating it 
in the market. Newspapers 


most 
before 
changes 


were 


used in Chicago and Cleveland and | 


car cards in New York. 

Last year, Philadelphia, Hartford 
and Providence were added to the 
newspaper lists. This year papers 
in New York, Boston, Buffalo, 
troit, Los Angeles and 
have received schedules. The cities 
added each year receive the 
tested two years ago, that 
first adaptation of the old 


Pittsburgh 


is, 


advertis- 


Photographic 
illustrations 
make new 
magazine 
readers... 
open a new 
magazine 


which 


| 
generally | 


De- | 


copy | 
the | 


ing. In most cities, New York not in- 
cluded, two or three papers are be- 
ing used. 

A heavy schedule of spot radio an- 
nouncements is running in Provi- 
dence, Pittsburgh, Baltimore and New 
Orleans. Window displays, as well as 
car cards, featuring the muscular 
torso, have proved very successful, 


Bentinck to Clifton; 
Lotion Drive Expanded 


Richard C. Bentinck, well known 


| fiction and feature writer, formerly 
with the Yellow Checker Cab Com- 
|pany and Yosemite National Park 


Company, has joined the staff of War- 
jner Clifton, Advertising, San Fran- 
cisco. 

This agency’s campaign for Putin- 
ize eye lotion has been enlarged by a 
radio program of 15 minutes on the 
KGO Ann Warner Hour. 


*,. 66Ag? ” 
Edits “Mirror 
Arthur Brisbane has assumed edi- 
torial direction of the New York 
Daily Mirror. 


PERS 


year. 


Name 


NE ovis awisiars 


Street and No.......... 


GO sc s9a00ce Paweseey 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


$1 a year—Fifty-two issues! 


Use the coupon! 


Advertising Age, 537 S. Dearborn St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 


eee eee eee eee eee eens 


Me 4-24 eshenanehennaiead 
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Jay Gould New Head 
of Best Foods, Inc. 


Randolph Catlin, president of Best 
Foods, Inc., has resigned in order to 
devote more time to other business 
responsibilities, including the presi- 
dency of Gold Dust Corporation 

Jay Gould, who has been with the 
company 1922, for the past ten 
years vice-president and general 
manager, has been elected to succeed 
Mr. Catlin as president. The latter’s 


since 


as 


place on the board of directors will 
be filled by Henry P. Werner of Buf- 
falo, president of the Hecker H-O 
Company, a Gold Dust subsidiary. 


Mr. Gould continues as a director. 


Pearsall to ‘‘Reporter”’ 

Gilbert B. Pearsall, associated at 
various times with W. & J. Sloane, 
Lord & Taylor and the Wall Street 
Journal, has joined The Reporter, 
New York, advertising manager. 


“Te 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St 
CHICAGO: 210 Soe. Desplaine St. 


and 34 other cities 


as 


come 


| 


CATALOG-PHONE 
TIE-UP TRIED 
OUT BY WARD'S 


(Continued from Page 1, Col. 2) 
added to the catalog price, amount- 
ing to 15 cents on any order weigh- 
ing up 50 pounds, and propor- 
tionately higher for heavier mer- 
chandise. 
Although it 
early to analyze 


to 


considered too 
results from this 
announcement copy, Montgomery 
Ward headquarters here informed 
ADVERTISING AGE that the company’s 
in the five cities where the 
advertising appeared have been 
“swamped” with requests for cata- 
logs. In the Chicago office, for ex- 
ample, 22 telephone operators, es- 
pecially trained for the work, have 
been kept busy taking care of the 
flood of catalog requests and the or- 
ders which have already begun to 
in. 

unique phone 
catalogs instead of stores in 
the metropolitan areas, is pointed 
to as an indication that the new 
Ward management is ready to step 
out with a number of innovations 
in mail order selling. The service, 
it is reported, will be expanded to 
other urban centers if it works as 
satisfactorily as is anticipated. 
One Ward retail store is operated 
connection with the mail order 
in each of the cities where 


Was 


offices 


The 
with 


in 
house 


‘the catalog phone service has been 


started, as well as in Portland, Ore., 
Oakland, Denver, and Ft. Worth. 


Expansion of the special service to | 


include those four cities is consid- 
ered likely in the very near future. 

The catalog phone service will 
not interfere with Ward’s retail busi- 
ness, it is pointed out, since the 


SKY ADS! 
YOUR SLOGAN IN THE SKY OVER MIAMI 


BANNER TOWING—LETTERS 7 FEET HIGH-—SIGNS 250 FEET LONG 
LICON AIRWAYS, INC. 


(Licensees for Kellett Sky Ads) 


GOVERNOR CLINTON HOTEL « Penn. 
NEW YORK CITY 


AUTOGYROS 
SINGLE AND TRI- 
MOTORED AIRPLANES 


6-4730 


service plan, | 


company’s retail expansion, result- 
ing in the opening of about 500 re- 


tail stores between 1927 and 1929, 
was confined mainly to towns of 
8,000 to 25,000 population. Up to 


this time the mail order house has 
made no real effort to invade the 
urban field through either retail or 
mail order selling. 

It was pointed out that the phone 
service departments, open 
p. m., will able to receive 
for goods, while competing stores will 


be orders 
be closed. 

The catalog 
given a trial 
the Chicago area. 


phone service 
beginning Aug. 1, in 


Present and pros- 


pective customers received copies 
of the mid-summer sales catalog, 
with a tag sheet announcing the 
service. Success greeted the ven- 


ture and determined the expansion 
to other cities. 

Copies of the “regular” seasonal 
Ward catalogs will be sent later to 
all patrons of the catalog 
service, and all who request copies 
of the Christmas catalog. The 
Christmas catalog contains 92 pages 
and is profusely illustrated. Part 
of it is four-color process, part roto- 
gravure, It offers gift items only: 
toys, clothing for each member of 
‘the family, dry goods, bedspreads, 
silverware, watches, musical instru- 


|ments, books, and radios, among 
| others. 
| On the basis of a $20 minimum 


order, all items in the Ward catalogs 
| can now be purchased on the budget 
|plan. In the case of catalog phone 


‘service, the truck driver will col- 
lect the down payment, with the 
balance to be collected by mail. 


Formerly the budget plan could be 


and radios. Under the new system, 
installment buying may be applied 


to everything from shoes to hair 
tonics. 
Ward's issues a fall and winter 


catalog, a spring and summer Ccata- 
|log, two seasonal sales catalogs, and 
60 or 70 special catalogs on wall- 
| paper, radio, ete., to its mail order 
customers. Whether all, or the ma- 
| jor part of these, will be made avail- 
to city buyers not yet 


able is 
| known. 


Employes Learn Details 


Ward officials declare that recent 
improvements in merchandising and 
cataloging, in which the new man- 
‘agement has taken recognition of 
the fact that rural and urban tastes 
| differ but slightly, makes catalog 
| buying and economies equally at- 
| tractive to city and rural buyers. 
| In the nine cities of major size 
Ward’s maintains retail out- 


| where 


until 9) 


was | 


phone | 


applied only to items of a recover- | 
able value, such as furniture, stoves, | 


lets, the prices of its goods are from 
five to six per cent higher than the 
prices of goods sold through the 
mail order houses in those cities, 
freight and delivery charges mak- 
ing the prices about equal, it is 
said. 

Almost 6,000 employes of the ad- 
ministration department, mail order 
house, and retail store in 
were given the opportunity this 
week of seeing an employe-produced 
playlet in the Ward auditorium 
showing how the new phone service 
works. Ward officials sponsored the 
playlet as part of the promotion 
plan for the new service, believing 


that each employe would tell five 
lother Chicagoans about the new 
service. 

Forty-six per cent of groceries 


purchased are bought by telephone, 
the Ward research department 
learned in a survey preliminary to 
the inauguration of the new serv- 
ice; therefore, Ward officials rea- 
soned, shoppers would take readily 
to the shopping by phone system. 
While Ward telephone operators 
are trained to assist the customer 
in every way, descriptions of the 


merchandise are said to be so com- | 


plete that in most cases nothing 
more than the catalog number need 
be discussed with the order taker, 
it is asserted. 

Sears, Roebuck & Co., Ward's prin- 
|cipal competitor, has also been test- 
ling out the appeal of the catalog- 
phone system, it was learned this 
| week, although its plan of operation 
is not so widespread as Montgomery 
Ward's principally because Sears’ re- 
‘tail policy consists of operating retail 
outlets in large cities. 

Catalog customers in Chicago and 
suburbs may now phone orders to 
|Sears, and the service will be ex- 
tended to the Los Angeles area in the 
inear future, with further extension 
to cover all cities in which the com- 
|pany has mail order plants contem- 
| plated. 
| The service is limited strictly to 
/regular recipients of the company’s 
|catalog, however, there being no de- 
sire to take any customers away from 
the numerous large retail stores op- 
erated by Sears here and in other 
| cities. 

The possibility that department 
stores and other retailers might make 
some use of the new principal by 
numbering all items in their advertis- 
ing and thus facilitating phone or- 
ders, was advanced here this week. 


H. E. Wheeler Advanced 

H. Eugene Wheeler, secretary of 
N. W. Aver & Son, Inc., Philadelphia, 
has been elected treasurer of the 
agency. 


In KANSAS, MISSOURI 
and OKLAHOMA 


Rural Route Subscribers 
in Kansas, Missouri 


The Weekly Kansas City Star 


Combined circulations next largest farmers’ papers in 
Kansas and Missouri and largest farmers’ paper in 


Oklahoma 


Weekly Star’s Excess _ 


Kansas farm paper... 
Missouri farm paper 
Oklahoma farm paper | 


The Weekly Kansas City Star | 
Weekly Star Saving 
Differential in favor of The Weekly Kansas City Star 


and Oklahoma 


307,054 


241,684 
65,370 .. 27% 


Advertising Rate 


$ .80 


74% 


Chicago | 
a /cents a line (not agate line); min; 


: : 


| Class 


| 


| mum, $2. 


HELP WANTED 


Chicago Advertising Agen: 
seeks a young account executive 
and 


of 


man who sells in terms of idea. 


blessed with some art cop) 


talent; a creative type sale. 
and has some tangible evidence 


r 
To 


such a man we offer a very happy 


of his initiative and ability. 


connection and interesting pos-i- 
Box 519, 
Age. Chicago. 


bilities. Advertising 


ified 
Advertising 


| The rate for this department is 4 


Rapidly growing, fully recognized 
medium-sized, Chicago agency has 
opening for contact man with proven 
ability to solicit and hold accounts 
|One with experience in food or gen. 
| eral accounts preferred. Write ful] 
|particulars. Box 514, ADVERTISING 
Acr, Chicago. 


SALESWMEN WANTED 
Men, or women, with successfy! 
records in business paper circulation 
work can make profitable connection 
with high class publication for rep. 
resentation in Boston, Cincinnati 
Baltimore and Pittsburgh. Give ref 
erences in application. Address Box 
582, ADVERTISING AGE, Chicago. 


SALES AGENCY WANTED 


Swiss firm, established 1876. man- 
ufacturers of all types of teclhinical 
paper and mechanical and commer: 
cial art drawing supplies, desires ex- 
clusive agency for Europe or Switzer- 
land only for newly developed sup- 
plies, products or processes which 
have sales possibilities in this trade 
Representative now in New York and 
will consider proposition only when 


submitted in full detail in first let- 
ter. Box 513, ADVERTISING AGE, New 
York. 


BUSINESS OPPORTUNITIES 

Organization for new trade pape! 
all ready. Eastern advertising ané 
sales promotion manager in New 
York; Western man in Chicago and 
editor in New York; all ready to put 
out paper in field they know thor 
oughly. $4,000 cash and $6,000 draw 
ing account for first year necessa!) 
in exchange for substantial minoril) 
interest. A really unusual profit 0p: 
portunity as the paper will be sure 
fire and our knowledge and contatts 
in this rapidly growing field elim 
nates lost time and lost motion. Al! 
at present employed in the field. |! 
you have cash or cash and _ printiné 
facilities available in or 
York, here is your chance. 
ADVERTISING AGE, Chicago. 


WOR, Newark, 
Constructs New Plant 


The new powerful transmitter f 
Station WOR, Newark, will be housé 
in a windowless building, soundpro' 
and waterproof, to be completed Det 
1 at Cartaret, N. J. 

The principal transmitter, now »© 
ing set up, will broadeast progral!> 
sent by special telephone wires fe" 
the New York and Newark studios 


near NeW 
Box 516 


Sponsors Song Stories 

“The Story Behind the Song. @ 
twice-weekly series dramatizing P°P 
ular and semi-classical melod!e* 
started Monday, Nov. 12 on WABC 
Columbia at 1:30 p. m., EST. Th 
sponsor is the Roquefort Associate? 
Roquefort, France. 


I FREE s.SLEININGER 


DEPENDABLE 
) Represe 

NEW YORK CHICAGO DENVER 
, LOS ANGELES SAN FRANCISCO 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


PROJECTS RADIO AS "HEART OF THE HOME" 


TRAVELING DISPLAY FOR NEW HICKOK BRACES CHRISTMAS COPY 


The central unit in this retail store display is one of six itinerant dis- 
plays designed for the new Rajah braces by W. L. Stensgaard and 
Associates. 


One of the full-page color gravure 
advertisements which will aid in 
promoting sales of Coty products 
during the Christmas season. 


LAUNCH CAMPAIGN FOR ICE REFRIGERATOR Most of the space is devoted to 
the Coty "gift card." (Story on 


ANNOUNCING _— 


x 


Room created by French & Co., and shown in New York, which is 
built around one of the new $600 radios which Philco announced 
this week. (Story on Page 33.) 


Coolerator 


Vready 65,500 Women Have Adopted 
fins Amazing New Retrigerator 


puck FAMILY SITE 


iGERATOR Kx 
rere ‘ $0 


costs OMY 


Coolerator 


se 


ACCEPT FREE 109 DAY TRIAL 


Full-page magazine advertisement 
vhich this week started off a new 
national campaign for the Cooler- 


stor Company, producer of an ice 
refrigerator which features several 
imovation, of which "air condi- 
tioning" is the most important. 


LOOKS LIKE BRUSH 


eeATOMAT TTA TTT! 


New containers for Conti Liquid View of a small portion of the group which attended the luncheon at which awards 
8ve, product of Conti Products for excellence in outdoor advertising art during 1934 were presented. Standing 
rporatio ° behind the speakers’ table, from left to right, are Charles MacDougall, art director, 

timulates = Eat — B. B. D. & O., Chicago; Andrew Loomis, artist; Mark Seelen, western art director, 

shaving rus . e Outdoor Advertising, Inc.; Mrs. O. W. Dynes; John H. Platt, advertising manager, 
closures are Bakelite. Kraft-Phenix Cheese Corporation; H. Ledyard Towle, art director, Campbell-Ewald 


Company; Paul B. West, managing director, Association of National Advertisers, who 
was the featured speaker; Burr L. Robbins, General Outdoor Advertising Company, 
chairman; W. F. McClure, president, Chicago Federated Advertising Club; Frank 
Berend, advertising manager, Pontiac Motor Company; R. A. Merrill, A C Spark Plug 
Company; G. R. Schaeffer, advertising manager, Marshall Field & Co.; Aubyn Chinn, 
president, Women's Advertising Club of Chicago; and Alphonso lanelli, sculptor. 
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